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Executive Summary 
 
 
Every business organization reaches to the customers through their goods or services. To 
sell the products to the customers a number of activities are being performed. This is called 
marketing and it is an important function. Marketing is the performance of business 
activities that directs the flow of goods and services from producer to the customer. It is the 
activity that directs to satisfy the human needs through exchange process. Marketing starts 
with the identification of a specific need of customers and ends with satisfaction of that 
need. The customer is found in the beginning and end of marketing process. In marketing a 
large number of activities are performed. For easy understanding these activities are divided 
in 4 groups for products and 7 groups for services. These elements are product, price 
promotion, placement for products and three additional elements for services are process, 
people and physical evidence. These are called elements of marketing mix. 
 
Promotion is one of the elements of marketing mix. Promotion decisions are taken 
simultaneously with other decisions like finding target group, determining objectives, 
budgeting for promotion, launching of new products, distribution etc. Promotion is one of 
the variables through which information regarding products or services is being 
communicated to customers to change their attitude and behaviour. Marketers are concerned 
with effective utilization of promotion-mix to increase sales and market share. Methods of 
promotion include advertising personal selling, publicity, sales promotion and packaging. 
Sales Promotion is the activity that aims directly to influence buyers to buy products and 
increase sales. In sales promotion mainly three parties are involved i.e. consumers, traders 
and sales force. Sales promotion refers to many kinds of incentives and techniques that are 
directed towards consumers, traders and sales force with the intention to increase sales in 
short term. 
 
 “Sales promotions include incentive offering and interest creating activities which are 
generally short term marketing events other than advertising, personal selling, publicity and 
direct marketing. The purpose of sales promotion is to stimulate, motivate and influence the 
purchase and other desired behavioural responses of the firm’s customers”.                                                          
Kazmi and Batra 
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The main objective of sales promotion is to increase the sales of products in short term by 
influencing the behaviour of buyers. Sales promotion methods are many and these are 
selected as per the target groups. For this purpose, a sales promotion strategy is to be 
prepared to achieve the objectives effectively. Sales promotion strategy directs the manager 
in selection of parties, methods of sales promotion, implementation of methods and 
measuring effectiveness of whole efforts regarding sales promotion. With sales promotion 
strategy sales can be increased in short – term. Strategy is the game plan to achieve the 
targets as per planning. It explains what, when, where, who and how to do so that objectives 
of the planning are achieved. Without the strategy the task may not be completed 
effectively. Sales promotion strategy would help to neutralize the effective of competition 
and defend the company in the market in performing the sales related tasks. The importance 
of sales promotion strategy is increasing day by day and in future higher level of 
competition it would increase further.  
 
Indian industry is a fast developing industry. Fast Moving Consumer Goods (FMCG) are 
more in   demand and   frequently   purchased   by   customers.  These goods   include   all              
consumable goods (other than pulses and grains) and consumers buy at regular intervals in 
small quantities. Main items in this category are detergents, soaps, shaving products, 
shampoos, toothpastes and brushes, packed food stuffs, household accessories, creams, oils, 
tea, coffee etc. Contribution of FMCG sector in every economy is significant. Now, due to 
globalization, every economy is facing tough competition. Entries of MNCs and cheaper 
import have made the situation more difficult. To carry out the business in this sector, it has 
become very difficult.  
 
Most of the companies have applied various elements of promotion mix. Promotion mix 
elements include advertising, publicity, sales promotion, personal selling and packaging. 
Sales promotion is one of them and it is our concerned topic. In present competitive 
situation most of MNCs had developed sales promotion strategy in selection of parties, 
techniques and managing sales promotion techniques effectively and efficiently. This 
strategy provides competitive advantage to the companies in the market to grow, stabilize 
and excel in business performance. Therefore, sales promotion strategy is very significant 
for companies to earn bread and butter. This attracted me to select and study this topic. 
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In present situation not only in one industry but also all sectors are facing tough 
competition. It has become very difficult to grow, stabilize and excel in business 
performance. It is required to influence the attitude and behaviour of buyers. A lot of 
promotional activities are needed. The leading companies are using difference techniques 
for promotion. These are advertising, publicity, sales promotion, personal selling and 
packaging. These are serving the difference objectives. Sales promotion is one of them and 
gives a great impact on customer buying behaviour to increase sales in short term. It 
contributes to neutralize the competition effect. To achieve the objective a strategy is needed  
for effective application of sales promotion. The contribution of sales promotion strategy is 
significant in present time to stay in business in competitive market. The importance of it 
attracted my attention to select this topic for research study.            
                                        
The study of this topic has been undertaken with a number of objectives. Following are the 
objectives of this study: 
 
(a) To understand the concept of promotion, methods of promotion in markets, sales 
promotion, need, objectives, importance in competitive situation,  and relation with 
various promotional methods, 
 
(b) To study the tools or techniques of sales promotion, impact on sales, parties involved in 
sales promotion, management of sales promotion measures, need for sales  promotion 
strategy and its importance, and role of sales promotion strategy in progress of number 
of customers, sales volume, profits and progress of the business as a whole.   
 
(c) To understand Indian FMCG sector and find out the practices adopted by the leading 
companies regarding sales promotion strategy, their effects and difficulties faced in it 
by the selected companies. 
 
(d) On the basis of study, to summarize the findings and give suggestions for further 
improvement in sales promotion strategy practices and its contribution in achieving 
objectives of sales promotion. 
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(e) To meet the requirement of Ph.D research study. 
 
  
This study is relating to promotion-mix elements out of total marketing efforts. It will cover  
mainly sales promotion, methods for sales promotion, parties involved for sales promotion, 
combination of promotion methods with sales promotion, sales promotion strategy and its 
related concepts. This topic has studied in FMCG sector in world and Indian industry. 
Leading companies have been selected on the basis of their market share for the research 
study and their comparative study has been carried out.  
 
It is expected the study of this topic would contribute in clarifying the all concepts relating 
to marketing communication, promotion mix, sales promotion, strategy relating to sales 
promotion, impact of sales promotion strategy on sales, profit and profitability of 
companies, market share and goodwill of the companies. The beneficiary from the study of 
this topic would be first of all self-researcher, academicians, practicing managers, prospects 
researchers and the banks. If these parties refer this research study in future may take 
advantage of the finding and suggestions. Academician, practicing managers and research 
students may take benefits for academic purpose and on the jobs. The FMCG companies 
may implement the suggestions for improvement of sales for achieving sales targets. It can 
be said the benefits would be multidimensional for above mentioned parties. 
 
Research methodology process includes a number of activities to be performed. These are 
arranged in proper sequence of timing for conducting research. One activity after another is 
performed to complete the research work.  Research methodology includes the following: 
types of Research, sources of data, instruments for data collection, methods for data 
collection, time duration, statistical tools. Sampling and limitations of research work. 
 
The topic for the research study is sales promotion strategy and the nature of the topic is 
theoretical and descriptive. So the conduct the research study the type of research suitable is 
descriptive research only.  The data are collected from sales records, dealers, customers and 
salesmen of the companies performing in FMCG sector. The descriptive research has met 
the requirement of research study. 
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For the study purpose both primary and secondary data are used. The primary data collected 
from sales men of the companies, customers and dealers dealing in the products of the 
company. The secondary data collected from records of the company, retailers and dealers. 
The data of past sales also have been collected.  The primary and secondary data have been 
collected to cover every aspect of the study. The primary data are related to behaviour and 
response of employees, dealers and customers. The secondary data shows the sales of the 
company product wise. Considering merits and demerits of both sources of date, these have 
been used in combination to meet the requirements of the research work. 
 
For collection of data the instruments have been used are; questionnaire, telephone, mobile 
phone and facsimile, mail, interview etc. These have been used for collection of data from 
respondents. The data have been collected from respondents from different places. So 
according to suitability of instruments for data collection, these data have been used. For 
collection of primary data for this research work survey and observation methods have been 
used. Experimental method is not found suitable for this study because the topic is a 
theoretical topic and there is no need to have experiments.  
 
Sampling is the process in which a representative part of a population for the purpose of 
determining parameters or characteristics of the whole population is selected. This is called 
a sample. It is easier to contact a smaller part of the population for data collection. It can be 
done within a limited time, efforts and with minimum cost.  For selection of a sample 
special care should be taken that the sample is proper representative of the whole 
population.  Every segment of the population should be included but the number should not 
be very large which may become difficult to manage within time and cost limits. For this 
research study purpose out of different sampling methods the stratified random sampling has 
been selected. The universe includes salesmen, wholesalers, retailers and customers of 
selected companies located in different parts of Gujarat region. Out of Gujarat region main 
cities like Ahmedabad, Vadodara, Surat, Rajkot and Bhavnagar have been selected. The 
salesmen are selected from branches of companies and further on the basis of availability 
during visits. Cities are divided into areas and from each area the dealers, retailers and 
customers have been selected from urban and rural areas of these cities. They have been 
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selected randomly. So stratified random sampling has been used for the study. Keeping in 
view the proper representation of every segment of population and manageable size of the 
sample, the sample size selected is 400. 
 
The permitted time by the university for completion of research study for Ph.D degree is 
two years. Continuous efforts have been put to work on this research. It has been completed 
and submitted within the permitted time period. For data analysis measures of central 
tendency, standard deviation, variance will be used. For testing of hypothesis F Test and T 
test will be used. 
 
To carry out the research study the following limitations were expected and faced during the 
research study: 
 
(a) Availability of secondary data from sales records of the companies were difficult. 
(b) Salesmen, customers, dealers and retailers were reluctant or hesitant to share data. 
(c) Management may not like to share their views on the topic. 
(d) Time, cost and location factors become major difficulties in completion of research. 
(e) Sample size may not be exact representative of the universe. There is possibility of 
some error to a limited extent. 
     
However, to overcome the limitations and maintain the effectiveness of research work      
sincere efforts were put. 
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Chapter 1: Introduction 
1.     Introduction to the Topic 
Every business organization reaches to the customers through their goods or services. To 
sell the products to the customers a number of activities are being performed. This is called 
marketing and it is an important function. Marketing is the performance of business 
activities that directs the flow of goods and services from producer to the customer. It is the 
activity that directs to satisfy the human needs through exchange process. Marketing starts 
with the identification of a specific need of customers and ends with satisfaction of that 
need. For easy understanding these activities are divided in 4 groups for products and 7 
groups for services. These elements are product, price promotion, placement for products 
and three additional elements for services are process, people and physical evidence. These 
are called elements of marketing mix. 
Promotion is one of the elements of marketing mix. Promotion decisions are taken 
simultaneously with other decisions like finding target group, determining objectives, 
budgeting for promotion, launching of new products, distribution etc.. Marketers are 
concerned with effective utilization of promotion-mix to increase sales and market share. 
Methods of promotion include advertising personal selling, publicity, sales promotion and 
packaging. Sales Promotion is the activity that aims directly to influence buyers to buy 
products and increase sales. In sales promotion mainly three parties are involved i.e. 
consumers, traders and sales force. “Sales promotions include incentive offering and interest 
creating activities which are generally short term marketing events other than advertising, 
personal selling, publicity and direct marketing. The purpose of sales promotion is to 
stimulate, motivate and influence the purchase and other desired behavioural responses of 
the firm’s customers”.                                                                           Kazmi and Batra 
The main objective of sales promotion is to increase the sales of products in short term by 
influencing behaviour of buyers. Sales promotion methods are many and these are selected 
as per the target groups. For this purpose, a sales promotion strategy is to be prepared to 
achieve the objectives effectively. The strategy is a game plan that is needed to perform the 
tasks effectively and get competitive advantages over others in market. Sales promotion 
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strategy directs the manager in selection of parties, methods of sales promotion, 
implementation of methods and measuring effectiveness of whole efforts regarding sales 
promotion. In competitive situation, it is very difficult to increase sales or profit. But with 
sales promotion strategy sales can be increased in short – term. It explains what, when, 
where, who and how to do so that objectives of the planning are achieved. Without the 
strategy the task may not be completed effectively. Sales promotion strategy would help to 
neutralize the effective of competition and defend the company in the market in performing 
the sales related tasks. The importance of sales promotion strategy is increasing day by day 
and in future higher level of competition it would increase further.  
Indian industry is a fast developing industry. Fast Moving Consumer Goods (FMCG) are 
more in   demand and   frequently   purchased   by   customers.  These goods   include   all  
consumable goods (other than pulses and grains) and consumers buy at regular intervals in 
small quantities. Main items in this category are detergents, soaps, shaving products, 
shampoos, toothpastes and brushes, packed food stuffs, household accessories, creams, oils, 
tea, coffee etc.  The major players in the markets are HUL .Nestle, P & G, Colgate, ITC, 
Nirma, Britania, Amul, Emami, Marico and Dabur. Every family spends a large portion of 
monthly budget on FMCG products. Contribution of FMCG sector in every economy is 
significant. Now, due to globalization, every economy is facing tough competition. Entries 
of MNCs and cheaper import have made the situation more difficult. To carry out the 
business in this sector, it has become very difficult. Every company has to spend a large 
portion of their budget on promotional efforts. 
Most of the companies have applied various elements of promotion mix. Promotion mix 
elements include advertising, publicity, sales promotion, personal selling and packaging. 
Sales promotion is one of them and it is our concerned topic. In present competitive 
situation most of MNCs had developed sales promotion strategy in selection of parties, 
techniques and managing sales promotion techniques effectively and efficiently. This 
strategy provides competitive advantage to the companies in the market to grow, stabilize 
and excel in business performance. Therefore, sales promotion strategy is very significant 
for companies to earn bread and butter. This attracted me to select and study this topic. 
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2. Rationale of the Study 
 
In present situation not only in one industry but also all sectors are facing tough 
competition. It has become very difficult to grow, stabilize and excel in business 
performance. Over and above, business environment is changing drastically. It is very 
difficult to predict about future. High degree of risk is involved in it. Sincere and dedicated 
efforts are needed in marketing to retain the existing customers and attract the new 
customers. It is required to influence the attitude and behaviour of buyers. A lot of 
promotional activities are needed. The leading companies are using difference techniques 
for promotion. These are advertising, publicity, sales promotion, personal selling and 
packaging. These are serving the difference objectives. Sales promotion is one of them and 
gives a great impact on customer buying behaviour to increase sales in short term. It 
contributes to neutralize the competition effect. To achieve the objective a strategy is needed 
for effective application of sales promotion. The contribution of sales promotion strategy is 
significant in present time to stay in business in competitive market. The importance of it 
attracted my attention to select this topic for research study.          
                                  
3.  Objectives of the study 
 
The study of this topic has been undertaken with a number of objectives. Following are the 
objectives of this study: 
(a) To understand the concept of promotion, methods of promotion in markets, sales 
promotion, need, objectives, importance in competitive situation,  and relation with various 
promotional methods, 
 
(b) To study the tools or techniques of sales promotion, impact on sales, parties involved in 
sales promotion, management of sales promotion measures, need for sales  promotion 
strategy and its importance, and role of sales promotion strategy in progress of number of 
customers, sales volume, profits and progress of the business as a whole.   
 
(c) To understand Indian FMCG sector and find out the practices adopted by the leading 
companies regarding sales promotion strategy, their effects and difficulties faced in it by the 
selected companies. 
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(d) On the basis of study, to summarise the findings and give suggestions for further 
improvement in sales promotion strategy practices and its contribution in achieving 
objectives of sales promotion. 
 
(e) To meet the requirement of Ph. D research study. 
   
4.  Scope of the Study 
 
This study is relating to promotion-mix elements out of total marketing efforts. It will cover  
mainly sales promotion, methods for sales promotion, parties involved for sales promotion, 
combination of promotion methods with sales promotion, sales promotion strategy and its 
related concepts. This topic has studied in FMCG sector in world and Indian industry. 
Leading companies have been selected on the basis of their market share for the research 
study and their comparative study has been carried out. Further, focus is there on future of 
sale promotion strategy also. The scope of the study as per the topic is sufficient enough to 
meet the requirement of research study.  
 
5. Expected Contribution from the Study 
 
It is expected the study of this topic would contribute in clarifying the all concepts relating 
to marketing communication, promotion mix, sales promotion, strategy relating to sales 
promotion, impact of sales promotion strategy on sales, profit and profitability of 
companies, market share and goodwill of the companies. After study of the topic in depth 
the fundamental concepts have been made very clear. The beneficiary from the study of this 
topic would be first of all self-researcher, academicians, practicing managers, prospects 
researchers and the banks. If these parties refer this research study in future may take 
advantage of the finding and suggestions. Academician, practicing managers and research 
students may take benefits for academic purpose and on the jobs. The FMCG companies 
may implement the suggestions for improvement of sales for achieving sales targets. It can 
be said the benefits would be multidimensional for above mentioned parties. 
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Chapter 2: Research Methodology 
 
Research methodology process includes a number of activities to be performed. These are 
arranged in proper sequence of timing for conducting research. One activity after another is 
performed to complete the research work.  Research methodology includes the following 
steps: 
 
1. Type of Research 
 
The topic for the research study is sales promotion strategy and the nature of the topic is 
theoretical and descriptive. So the conduct the research study the type of research suitable is 
descriptive research only.  The data are collected from sales records, dealers, customers and 
salesmen of the companies performing in FMCG sector. The descriptive research has met 
the requirement of research study. 
 
2. Sources of Data 
 
For the study purpose both primary and secondary data are used. The primary data collected 
from sales men of the companies, customers and dealers dealing in the products of the 
company. The secondary data collected from records of the company, retailers and dealers. 
The data of past sales also have been collected.  The primary and secondary data have been 
collected to cover every aspect of the study. The primary data are related to behaviour and 
response of employees, dealers and customers. The secondary data shows the sales of the 
company product wise. These data used in combination as per need of the study. These data 
having different merits and demerits and have serves our purpose of the research study. 
These are explained below: 
 
(a) Primary Data  
Primary data are information collected by a researcher specifically for a research 
assignment. In other words, primary data are information that a company must gather 
because no one has compiled and published the information in a forum accessible to the 
public. Companies  generally take  the time  and  allocate  the  resources  required  to gather  
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primary data only when a question, issue or problem presents itself that is sufficiently 
important or unique that it warrants the expenditure necessary to gather the primary data. 
Primary data are original in nature and directly related to the issue or problem and current 
data. Primary data are the data which the researcher collects through various methods like 
interviews, surveys, questionnaires etc. The primary data have own advantages and 
disadvantages: 
(i)   Advantages of primary data:  
Advantages of primary data are as follows: 
•   The primary data are original and relevant to the topic of the research study so the 
degree of accuracy is very high.  
•   Primary data is that it can be collected from a number of ways like interviews, telephone 
surveys, focus groups etc.  It can be also collected across the national borders through 
emails and posts. It can include a large population and wide geographical coverage.  
•   Moreover, primary data is current and it can better give a realistic view to the researcher 
about the topic under consideration.  
•  Reliability of primary data is very high because these are collected by the concerned and   
reliable party. 
 
(ii)  Disadvantages of primary data:  
 Following are the disadvantages of primary data: 
•    For collection of primary data where interview is to be conducted the coverage is limited 
and for wider coverage a more number of researchers are required. 
•    A lot of time and efforts are required for data collection. By the time the data collected, 
analysed and report is ready the problem of the research becomes very serious or out 
dated. So the purpose of the research may be defeated. 
•    It has design problems like how to design the surveys. The questions must be simple to 
understand and respond. 
•    Some respondents do not give timely responses. Sometimes, the respondents may give 
fake, socially acceptable and sweet answers and try to cover up the realities.  
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• With more people, time and efforts involvement the cost of the data collection goes 
high. The importance of the research may go down. 
• In some primary data collection methods there is no control over the data collection. 
Incomplete questionnaire always give a negative impact on research.  
• Trained persons are required for data collection. In experienced person in data collection 
may give inadequate data of the research. 
 
(b) Secondary Data 
Secondary data are the data collected by a party not related to the research study but 
collected these data for some other purpose and at different time in the past. If the researcher 
uses these data then these become secondary data for the current users. These may be 
available in written, typed or in electronic forms. A variety of secondary information 
sources is available to the researcher gathering data on an industry, potential product 
applications and the market place. Secondary data is also used to gain initial insight into the 
research problem. Secondary data is classified in terms of its source – either internal or 
external. Internal, or in-house data, is secondary information acquired within the 
organization where research is being carried out. External secondary data is obtained from 
outside sources. There are various advantages and disadvantages of using secondary data. 
 
(i)  Advantages of Secondary Data:  
 
Advantages of secondary data are following: 
 
• The primary advantage of secondary data is that it is cheaper and faster to access. 
•  Secondly, it provides a way to access the work of the best scholars all over the   world.  
• Thirdly, secondary data gives a frame of mind to the researcher that in which direction 
he/she should go for the specific research.  
• Fourthly secondary data save time, efforts and money and add to the value of the 
research study. 
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(ii)  Disadvantages of Secondary data:  
 
Following are the disadvantage of secondary data: 
 
• The data collected by the third party may not be a reliable party so the reliability and 
accuracy of data go down. 
• Data collected in one location may not be suitable for the other one due variable 
environmental factor. 
• With the passage of time the data becomes obsolete and very old  
• Secondary data collected can distort the results of the research. For using secondary    
data a special care is required to amend or modify for use. 
• Secondary data can also raise issues of authenticity and copyright.  
 
Keeping in view the advantages and disadvantages of sources of data requirement of the 
research study and time factor, both sources of data i.e. primary and secondary data have 
been selected. These are used in combination to give proper coverage to the topic. 
 
3. Instruments for Data Collection 
 
For collection of data the following instruments have been used: 
 
(a) Questionnaire 
Questionnaire is a set of questions has been prepared to ask a number of questions and 
collect answers from respondents relating to the research topic. A number of questions 
usually in printed or electronic form are to be answered by the individuals. The forms often 
have blank spaces in which the answers can be written. Sets of such forms are distributed to 
groups and the answers are collected relating to research topic. A questionnaire is a series of 
questions asked to individuals to obtain statistically useful information about a given topic. 
When properly constructed and responsibly administered, questionnaires become a vital 
instrument by which statements can be made about specific groups or people or entire 
populations. Inappropriate questions, incorrect ordering of questions, incorrect scaling, or 
bad questionnaire format can make the survey valueless, as it may not accurately reflect the 
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views and opinions of the participants. A useful method for checking a questionnaire and 
making sure it is accurately capturing the intended information is to pretest among a smaller 
subset of target respondents. In a research or survey questions  asked  to  respondents,    and  
designed to extract specific information. It serves four basic purposes: to (1) collect the 
appropriate data, (2) make data comparable and amenable to analysis, (3) minimize bias in 
formulating and asking question, and (4) to make questions engaging and varied. For our 
study purpose a set of questions has been prepared to collect information relating to the 
topic of the study. In this study a structured questionnaire has been used with different types 
of questions such as closed ended and open ended. Special case has been taken to select the 
scales for the questions for collection of responses very effectively.    
 
(b) Telephone, Mobile Phone and Facsimile 
Telephone and other devices can be used for collecting data verbally and written on fax 
from respondents located away from the researcher and having these facilities plus the 
researcher having their contact numbers. Use of interviewers encourages sample persons to 
respond, leading to higher response rates. Interviewers can increase comprehension of 
questions by answering respondents' questions. It is fairly cost efficient, depending on local 
call charge structure. It is good for large national or international respondents and gives 
wider coverage. It cannot be used for non-audio information (graphics, demonstrations, 
taste/smell samples) this instrument is not suitable for the respondents where the telephone 
facility is not available. 
 
(c) Mail 
For collection of data from the respondents who are located at a long distance and do not 
have any communication facility. They can be contacted through mailed questionnaire. Only 
thing is required that the researcher should have the postal addresses of the respondents. The 
questionnaire may be handed to the respondents or mailed to them, but in all cases they are 
returned to the researcher via mail. The cost involved is very less but no clarification can be 
given to the respondents if required. Respondents can answer at their own convenience. The 
respondents cannot be biased by the researchers and the detail information can be collected 
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for the research purpose. Only one disadvantage this instrument gives is that the response 
rate is very less due to lack of interest in the topic of respondents and low literacy rate. 
 
(d) Interview 
 In this method the interviewer personally meets the informants and asks necessary 
questions to them regarding the subject of enquiry. Usually a set of questions or a 
questionnaire is carried by him and questions are also asked according to that. The 
interviewer efficiently collects the data from the informants by cross examining them. The 
interviewer must be very efficient and tactful to get the accurate and relevant data from the 
informants. Interviews like personal interview/depth interview or telephone interview can be 
conducted as per the need of the study. 
 
(i)  Advantages:  
 
Advantages of interview are following: 
 
• In this method information can be gathered from illiterate people too. 
• There are no chances of   non-response   as   the interviewer personally collects    data. 
• The collected data is very reliable since the interviewer tactfully collects the data by cross 
examining the responders. 
 
(ii) Disadvantages: 
 
• The major disadvantages of interview are: 
• There is a chance of bias. 
• The informants may not answer some personal questions. 
• It is a time-consuming process. 
• Money and manpower requirements are very high.    
• Some time the interviewers are involved in pressurising respondents to share their          
personal information. 
To study the topic of the research out of available instruments for research mainly 
questionnaire, interview and telephone/mobile phones have been used because these 
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instruments were found suitable for data collection purpose. Mailed questionnaire has not 
been used because the need has not been felt during the study.  
 
4. Research Methods 
 
For collection of primary data for this research work survey and observation methods have 
been used. Experimental method is not found suitable for this study because the topic is a 
theoretical topic and there is no need to have experiments. These two methods are explained 
below: 
 
(a) Survey Method 
 Survey is used to collect quantitative information about items in a population. Surveys are 
used in different areas for collecting the data even in public and private sectors. A survey 
may be conducted in the field by the researcher. The respondents are contacted by the 
research person personally, telephonically or through mail. This method takes a lot of time, 
efforts and money but the data collected are of high accuracy, current and relevant to the 
topic.  When the questions are administered by a researcher, the survey is called a structured 
interview or a researcher-administered survey. When the questions are administered by the 
respondent, the survey is referred to as a questionnaire or a self-administered survey.  It is 
an efficient way of collecting information from a large number of respondents. Very large 
samples are possible. Statistical techniques can be used to determine validity, reliability, and 
statistical significance. Surveys are flexible in the sense that a wide range of information can 
be collected. They can be used to study attitudes, values, beliefs, and past behaviors. 
Because they are standardized, they are relatively free from several types of errors. There is 
an economy in data collection due to the focus provided by standardized questions. Only 
questions of interest to the researcher are asked, recorded, codified, and analyzed.  
 
(b) Observation Method 
Observation is a complex research method because it often requires the researcher to play a 
number of roles and to use a number of techniques; including her/his five senses, to collect 
data.  The observer puts himself in the actual situation and watch carefully. On the basis of 
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his knowledge, skills and experience he collects the data without contacting the respondents. 
The results of observation entirely depend on the talents of the researcher. This method can  
be used only by expert persons in the research. Observation methods have been developed 
with the objective of 'observing people in their natural setting - as they go about their 
everyday lives. Observation methods can overcome some of the criticisms of quantitative 
research methods (Validity, bias etc.) and can be useful when its subject can't provide 
information, or can only provide inaccurate information. Out of available methods for 
collecting primary data, survey and observation methods have been found suitable for the 
topic study. These have fulfilled the requirements for data collection properly. 
 
5. Sampling 
 
(a) Introduction  
 
The research is a systematic study to examine or investigate the issue or problem and find 
out the relevant information for solution. For study data are to be collected from the 
respondents. It is not possible to collect data from everyone of the population. Population is 
a very large number of persons or objects or items which is not feasible to manage.  A 
population is a group of individuals, persons, objects, or items from which samples are 
taken for measurement. For research purpose a part of the population is to be selected. 
Sampling is the process in which a representative part of a population for the purpose of 
determining parameters or characteristics of the whole population is selected. This is called 
a sample. It is easier to contact a smaller part of the population for data collection. It can be 
done within a limited time, efforts and with minimum cost.  For selection of a sample 
special care should be taken that the sample is proper representative of the whole 
population.  Every segment of the population should be included but the number should not 
be very large which may become difficult to manage within time and cost limits. For this 
research study purpose out of different sampling methods the stratified random sampling has 
been selected. The universe includes salesmen, wholesalers, retailers and customers of 
selected companies located in different parts of Gujarat region. Out of Gujarat region main 
cities like Ahmedabad, Vadodara, Surat, Rajkot and Bhavnagar have been selected. The 
salesmen are selected from branches of companies and further on the basis of availability 
during visits. Cities are divided into areas and from each area the dealers, retailers and 
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customers have been selected from urban and rural areas of these cities. They have been 
selected randomly. So stratified random sampling has been used for the study. Keeping in 
view the proper representation of every segment of population and manageable size of the 
sample, the sample size selected is 400. 
 
(b) Time Duration  
The permitted time by the university for completion of research study for Ph.D degree is 
two years. Continuous efforts have been put to work on this research. It has been completed 
and submitted within the permitted time period. 
 
(c) Statistical Tools for Data Analysis 
For data analysis measures of central tendency, standard deviation, variance will be used. 
For testing of hypothesis F Test and T test will be used. 
 
(d) Hypothesis 
The following hypotheses have been tested with the help of statistical tools: 
 
(i)  Null Hypotheses: There is significant difference amongst sales promotion strategies of  
      the selected companies. 
• There is significant impact of sales promotion strategies on sales, number of customers,  
overall profitability and  business performance of selected companies 
 
(ii)  Alternative Hypotheses: There is no significant difference amongst sales promotion  
       strategies of the selected companies. 
• There is no significant impact of sales promotion strategies on sales, number of 
customers, overall profitability and  business performance of selected companies 
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 6. Limitations of the Study 
 
To carry out the research study the following limitations were expected and faced during the 
research study: 
(a) Availability of secondary data from sales records of the companies were difficult. 
(b) Salesmen, customers, dealers and retailers were reluctant or hesitant to share data. 
(c) Management may not like to share their views on the topic. 
(d) Time, cost and location factors become major difficulties in completion of research. 
(e) Sample size may not be exact representative of the universe. There is possibility of some 
error to a limited extent. 
     
However, to overcome the limitations and maintain the effectiveness of research work      
sincere efforts were put. 
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Chapter 3: Literature Review: Marketing & Marketing Mix 
Chapter 3.1: Marketing 
1. Introduction 
Every organisation works with certain objectives and these are to be achieved. To achieve the 
pre-decided objectives a number of activities are to be performed. It is not necessary that one 
all organisations would perform one type of activities. The activities may include production, 
marketing, human resource, finance, transportation, service, research, logistics, purchasing, 
and storage, trading, assembling, distribution and others. These activities are performed and 
these are related to each other so that the objectives can be fulfilled effectively. Similar way 
the marketing activities are performed in some of the company those are interested in 
marketing the products or services for use of customers. Marketing is one of the important 
activities of an organisation. It is through marketing the products or services of the company 
are reaching to the customers. The company gets the money back when the products are sold 
out in the market. So the business cycle keeps on going further. It is required to coordinate 
the marketing activities without activities also. It is necessary to work in close coordination 
with production. Production alone is not going to serve the purpose. Production without 
marketing become useless for the company and marketing without production is not possible. 
Similarly, marketing is related to other activities like finance, research and human resource 
activities. So the main concerned here is with the marketing activities. 
Marketing is the process by which companies create customer interest in goods or services. It 
generates the strategy that underlies sales techniques, business communication, and business 
developments. It is an integrated process through which companies build strong customer 
relationships and create value for their customers and for themselves.  
Marketing is used to identify the customer, to satisfy the customer, and to keep the customer. 
With the customer as the focus of its activities, it can be concluded that marketing 
management is one of the major components of business management. Marketing evolved to 
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meet the stasis in developing new markets caused by mature markets and overcapacities in 
the last centuries. The adoption of marketing strategies requires businesses to shift their focus 
from production to the perceived needs and wants of their customers as the means of staying 
profitable.  
The term marketing concept holds that achieving organizational goals depends on knowing 
the needs and wants of target markets and delivering the desired satisfactions. It proposes that 
in order to satisfy its organizational objectives, an organization should anticipate the needs 
and wants of consumers and satisfy these more effectively than competitors.  
Marketing is a very important activity for the organisation. In marketing a lot of sub activities 
are performed. Marketing includes the activities like identification of demand, research, 
market segmentation, product development, launching of products, modification of products, 
deletion of products, product design, pricing, different types of pricing, promotion of 
products and services, sales promotion, personal selling, publicity, public relations, adverting, 
distribution of products and services, consumer behaviour, internal and international market 
coverage, branding, packaging, labelling and many other activities. It is very difficult to have 
clear idea regarding marketing activities. For easy understanding and proper planning of 
activities, the marketing activities are divided into four areas for products. These are product, 
pricing, promotion and placement. For services the groups include product, price, promotion, 
placement, people, process and physical evidence. In the research study the topic is related to 
promotion of products. The focus is there on promotional activities of the products in FMCG 
sector in India and mainly sales promotion strategies of the companies dealing in FMCG 
products in the markets. Every company is interested to market its products or services to 
earn its profit. For this promotion the awareness is to be created among the customers. 
Without creating awareness the customers would not come to know about the company 
existence in the markets, products and services they produced and features of their products 
and services. The messages regarding the products, company, features of their products and 
services are to be communicated by using different promotion methods. One of the methods 
is sales promotion and it covers the scope of the study. 
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2. Elements of Marketing Mix 
Marketing mix is the combination of the elements of marketing and what roles each element 
plays in promoting products and services and delivering those products and services to the 
customers. The elements of the marketing mix are also referred to as the 5 P's of marketing. 
In the beginning For years together marketers accepted the 4 P's of marketing. The experts 
have added the fifth P recently and hat is people.  Now, there are five P”s of marketing mix. 
These Ps are called elements of marketing mix. These are elaborated further in the next 
paragraph. The original 4 P's of marketing along with the fifth P added to marketing mix are: 
(a) Product  
The product is a combination of tangible and intangible aspects of the products offered by the 
manufacturer to the customers. It can be defined as a bundle of satisfaction and 
dissatisfactions offered by company to the customers at a point of time. Their physical 
attributes what they do, how they differ from your competitors and what benefits they 
provide. The products can be classified as durable and non durable, consumers and industrial 
goods, perishable and non perishable, finished and semi-finished etc. 
(b) Price 
Price means the monetary value of the product has been fixed for exchange purpose. The 
price is the amount a customer pays for the product. It is fixed after considering various 
factors such as market share, competition, material costs, product identity and the customer's 
perceived value of the product. The business may increase or decrease the price of product if 
other stores have the same product.  It is through price the company gets its money back in 
business. It should be fixed in such a way the company is in position to recover the costs and 
earn profits also. If it is fixed very low then it may be difficult to come to the breakeven point 
and if fixed very high then it may have deterrent effect on the sale. The prix decision is very 
sensitive and for that special care is to be taken so that you may get the competitive edge due 
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to price decision.   Place (Also referred to as Distribution) – Where your business sells its 
products or services and how it gets those products or services to your customers.  
(c) Promotion  
The promotion concept is applied for products or services and to the business. The promotion 
include all communications a marketer used in the market for his products of services to 
create awareness, persuade the customers to buy and retain in future also.  For improvement 
in the position of sales or progress of business this method is used. The message is given to 
target group regarding the features and benefits of the products or services to the target 
customers. Without communication the features, benefits and schemes would not be known 
to the customers and objectives of in launching of products or services and increasing sates 
would not be completed. When communication creates awareness then only the interest 
would be created and customers would take the decision for buying. For promotion different 
methods of communication can be used. 
(d) Placement 
Place represents the point or location where the product is made available to purchase. It is 
required that the products and customer should be available at a point then only the sales 
would be possible. If not then the sale does not taken place. This term is used for distribution 
channel. It can include any physical store as well as virtual stores on the Internet. Place is not 
exactly a physical store where it is available Place is nothing but how the product takes place 
or create image in the mind of customers. It depends upon the perception of customers. The 
products or services should reach to the customer that channel is called distribution channel 
of placement. 
These above mentioned elements of marketing mix are only for products. With the 
development of service sector in every economy, the marketing of services is also needed. 
Due to this the elements of marketing mix for service have been extended. The three more 
elements for service have been added. These are: 
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(e)  People 
The services are being provided with the help of employees and to the customers. There is 
direct contact for delivery of the services to the customers. The type of people providing the 
service matters a lot from business point of view. The people are to be selected, trained and 
motivated to keep the customers very happy. So the people are very important for service 
marketing. It is to be managed effectively. 
(f) Process 
For availing a service certain activities are to be performed. For that purpose procedure, 
mechanism and flow of activities by which services are delivered are to be decided. Without 
The service cannot be delivered properly with uniformity. That would maintain the standard 
format for availing the services. This is called process. For example, one wants saving 
account facility in a bank then he has to apply for opening an account. After this the pass 
book, cheque book and ATM card would be issued and service can be availed after this..  
(g)  Physical Evidence 
There are essential conditions for providing the service. These are two types. One is internal 
and another is external. These create the environment in which the service or product is 
delivered. For example to provide the hotel service and external evidence required are 
building, parking place, gate and a long drive- way. Internal evidence required like counter, 
telephone, passbooks, reservation facilities, cigarettes etc. Without this providing hotel 
service, a question does not arise. 
3. Promotion or Marketing Communication 
Generally, promotion is communicating with the public in an attempt to create awareness and 
persuade them toward buying products and/or services. The word promotion is also used 
specifically to refer to a particular activity that is intended to promote the business, product or 
service. A store might advertise that it's having a big promotion on certain items, for instance, 
or a business person may refer to an ad as a promotion.  Promotion means a method is used 
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for getting people to create awareness among people about products or services being offered 
by the company.  Advertising, public relations, point-of-sale displays, and word-of-mouth 
promotion are all traditional ways for promotion. Promotion is the method for providing the 
link of information between the seller and prospects of the products or services.. The choice 
of a promotional strategy will be dependent upon objectives, type of offers, budget, and 
availability of said promotional vehicle. The other concept used for promotion is called 
marketing communication. When any communication is given in the market with the help of 
any media is called marketing communication. 
Communication is the process of sharing of messages, ideas; information between two or 
more parties is called communication. The communication given by the company relating to 
the business, products and services in the markets for customers or users directly or indirectly 
is called marketing communication. The communication in the market is given with the help 
of advertising. Those who use advertising, branding, direct marketing,  packaging, promotion, 
publicity, sponsorship, public relations, sales, sales promotion and online marketing are 
termed marketing communicators or marketing communication managers. 
The marketing messages may be with two objectives. First one is to communicate something 
regarding their products or services. The objective is to promote their products or services. 
The focus is on the products, features, benefits, price, place for purchasing and some 
comparison with others. It is different from corporate communication. In corporate 
communication the focus is on the company itself.  Marketing communications is primarily 
concerned with demand generation, product/produce/service positioning while corporate 
communications deal with issue management, mergers and acquisitions, litigation etc. The 
scope of first type of communication is limited where as the scope of corporate 
communication is wider. The target group for which the communications are given differs. 
Integrated Marketing Communications is a simple concept. It ensures that all forms of 
communications and messages are carefully linked together. Integrated marketing 
communications means integrating all the promotional tools, so that they work together in 
harmony.  
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Promotion is one of the Ps in the marketing mix. Promotions have own mix of 
communications tools. All of these communications tools work better if they work together in 
harmony rather than in isolation. Their sum is greater than their parts - providing they speak 
consistently with one voice all the time, every time. The effectiveness of communication 
increased when they are integrated horizontal, vertical, internal, external and data integration. 
Here is how they help to strengthen integrated communications.  Horizontal integration 
occurs when marketing mix is related with other business functions such as production, 
finance, distribution and communications and work together and make sure that their 
decisions and actions send messages to customers. While different departments such as sales, 
direct mail and advertising can help each other through data integration. This requires a 
marketing information system which collects and shares relevant data across different 
departments. Vertical integration means marketing and communications objectives must 
support the higher level corporate plan and objectives for moving towards the corporate 
missions. Meanwhile Internal Integration requires internal marketing - keeping all staff 
informed and motivated about any new developments from new advertisements, to new 
corporate identities, new service standards, new strategic partners and so on.  The external 
agencies for adverting and public relations should be integrated so that they work together to 
serve the purposes of communication. 
4. Definitions of Marketing Communication 
Any business organization is a human group constituted for certain specified objectives. The 
achievement of these objectives largely depends upon the fact that all human efforts are 
properly co-ordinate and integrated. Individuals in the organization performing different 
activities are functionally interrelated. The working and maintaining of this relationship is 
possible only through communication which provides for exchange of information. No 
business organization can work without communication network. It is an important human 
skill. The ability to communicate effectively is one of the major skills of a manager. 
According to a research conducted by Paul Pigors and C. Mayers, an executive, supervisor or 
manager spends about 70% of his time in communication. This face-to-face communication 
plays a vital role in managerial decision-making. As Benjamin Balinsky said, "If there is any 
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short-cut of executive effectiveness, it is the mastery of the art of face-to-face 
communication." Communication is a word derived from the Latin word "communis", 
literally meaning to make common, to share, to impart, convey or transmit. Communication is 
the process through which two or more persons come to exchange ideas and understanding 
among themselves. The following are the definitions of communication: 
(a) "Communication is an intercourse by words, letters, symbols or messages; and is a way 
that one organization member shares meaning and understanding with another."   (Koontz 
and O'Donnell) 
(b) "Communication is the sum of all the things one person does when he wants to create 
understanding in the mind of another. It involves a systematic and continuous Process of 
telling, listening and understanding." (Allen, Louis A.) 
(c) "The word communication describes the process of conveying messages (facts, ideas, 
attitudes and opinions) from one person to another so that they are understood." 
(Commin, M.W.) 
(d) "Communication is an exchange of facts, ideas opinions or emotion by two or more 
person." (Newman and Summer) 
(e) Communication is a "process of meaningful interaction among human beings. More 
specifically, it is the process by which meanings are perceived and understandings are 
reached among human beings." (Dr. Mc Farland D.E.) 
(f) "Communication is defined as intercourse by words, letters, symbols or messages, and a 
way that one organization member shares meaning and understanding with another." 
(Bellows, Gilson and Odiorne) 
The above definitions indicate the following characteristics: 
(a) It involves more than one person. 
(b) It deals with transmission of both facts and feelings. 
(c) There are various medium of communication. 
(d) A business organization has continuity. Hence the process of communication is also a 
continuous one. 
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(e)  The effectiveness of communication to a very large extent depends upon the required 
understanding of what is being received and then responded. Thus, the various expressions on 
communication emphasis the understanding of elements in the communication. The sharing 
of understanding is possible only when the person, for whom the message is meant 
understands it in the same sense in which the sender of the message wants him to understand. 
Thus communication involves something more than mere transmission of message and 
physical receipt thereof. The correct interpretation and understanding of the message is 
important from the point of view of organizational efficiency. As such, the greater than 
degree of understanding present in the communication, the more is the possibility that human 
action will proceed in the direction of achieving organizational objectives. 
5.  Communication Process 
 
Communication has been defined as a process. The process is a concept of changing rather 
than static existence. The relationship events are seen as dynamic, continuous and flexible 
and are structured only in a relative sense. Communication process, as such, has to be viewed, 
as a whole, a continuous and dynamic interaction of variables both affecting and being 
affected by different variables. 
 
                                                            
 
 
             Ideas          
 
 
 
Diagram 3.1.1: Elements of Communication Process 
Sender Encoding Channel Receiver Decoding 
Noise 
Feedback 
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 The above figure indicates the following elements: 
(a) Sender 
The person, who intends to make contact with objective of passing information and ideas to 
other persons, is known as sender. In market the advertisement given by the sponsor is called 
sender. 
 
(b) Ideas 
This is the subject matter of communication. This might be an opinion, attitude, feelings, 
views, order or suggestions, etc. The presentation of ideas regarding features, benefits and 
functions of products and services in a advertising. 
 
(c) Encoding 
Since ideas in communication are intangible and their transmission requires the use of 
certain symbols such as words, actions or pictures.  Conversion of the subject matter into 
these symbols is called process of encoding. The message in a particular language is an 
example of encoding. 
 
(d) Media or Channel 
When message is sent through TV, radio, newspapers, magazines etc. is called media or 
channel. The message cannot be transmitted of its own so it has to take help of media. As per 
requirement of the target group the media is selected. 
 
(e) Receiver 
It is the party for whom the message is meant. Receiver receives the message transmitted by 
sender. Though a particular medium the message is received at the other end and it is called 
receiver. 
 
(f)  Decoding 
After receiving the message in symbols, it is converted into simple language so that it can be 
understood. Without decoding the meaning may not be conveyed to the parties properly. 
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(g) Feedback 
Feedback is the process of ensuring that the receiver has received the message and has 
understood also, it is the conformation of the message understood. When the reply from the 
party has been received then it is called feedback. It is very important element of the 
communication process 
 
(h) Noise 
During communication process when there is disturbance, it is called noise. The noise 
reduces the effectiveness of the communication. If the noise is very heavy the signal may be 
lost totally. The noise may be external or in channel itself. The best thing is that it should be 
within control only. 
    6.  Importance of Effective Communication 
Communication is passing of information and understanding among different members of an 
enterprise and is of fundamental importance to all functions of management, since the 
performance of all managerial functions involves exchange of correct and meaningful 
information. Moreover, every act of communication influences the organization in one way 
or another. Communication is the life blood of an organization and is vital for its survival. In 
fact, an organization cannot exist without effective communication. In the words of J.M. 
Black, “sound communication is a master key to a company's success." An effective and 
sound communication 
(a) It facilitates effective planning: Sound planning requires participation of all those who 
are concerned with decision-making process and involves interaction and exchange of ideas, 
thoughts, opinions and views among them. Again, the plan cannot be effective and correct 
policies cannot be framed unless correct information and data are available. Moreover the 
decisions made and policies framed by the management need to be covered to the 
subordinates for their compliances. All these activities involve and require effective 
communication; otherwise they cannot be performed successfully and effectively. The 
framing of a plan and its successful implementation depends on sound and effective 
communication. 
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(b) Basis for decision-making: Proper decision-making depends on availability of right and 
reliable information and data, identification of real problem and consideration of pros and 
cons of various courses of action available. This also involves interaction among the 
members of the organization. It is through communication that the right information is 
available and other things can be considered for arriving at appropriate decisions. 
Communication plays an important role in decision-making process. 
(c) Basis of coordination: In order to accomplish enterprise objectives, efforts of all the 
members need to be coordinated and integrated. It is through communication that this 
purpose can be achieved. It requires communication both downwards and upwards or even 
horizontally. Thus effective communication ensures coordination among different limbs of 
the organization and is essential for smooth functioning of the organization. 
(d) It improves superior - subordinate relationship: An effective communication facilitates 
interaction among different members of the organization, results in clear understanding of 
the problems and issues involved and helps in finding the best way to get the work done to 
fulfill both individual and organizational goals. Thus communication helps in improving 
superior-subordinate relations by developing good human relations both formally and 
informally. 
(e) Improves motivation and morale: A good communication is the foundation of high 
morale. A good sound communication between the members of the organization helps in 
developing better human relations, eliciting willing cooperation of all to work toward 
realizing the organization objectives and thus creating an environment suitable for all to 
work in. Good communication has a positive impact on employees' morale. 
(f) Helps in performing properly staffing function: Staffing function comprises recruiting, 
selecting, training and developing right type of persons for various positions. All these 
activities require exchange of lot of information sharing of views and experience. It also 
involves coaching and guidance which are not possible without proper communication. 
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(g) Creates good industrial relations: Good communication leads to mutual understanding 
and helps in building better industrial relations between management and workers, thus 
making way for the growth and prosperity of the organization as a whole. 
(h) Good communication leads to good public relations: Building good corporate image and 
keeping good and healthy relations with various agencies like the government, trade unions, 
customers, community and other agencies are important for the success of the enterprise. It 
is only through communication that good public relations can be maintained with them. 
(i) Increases managerial efficiency: Communication is essential for quick and systematic 
performance of managerial functions. The management conveys through communication the 
goals and targets, issues instructions, allocates jobs and responsibilities and looks after 
performance of subordinates. As a matter of fact communication lubricates the entire 
organization and keeps the organization at work. In modern days the skill of communication 
has become a very essential quality of successful management. 
7.  Benefits of Marketing Communication 
Marketing communication is a very important activity in marketing department of the 
company. In every business nearly half of the time of mangers is used in communication 
only It is very essential for coordinating the various activities being performed in the 
department and company. When the related activities are coordinated then only the tasks 
would be completed in time and more effectively. It may be related to all departments. 
Specially, in marketing department the activities are related to product, pricing,, promotion, 
placement, people, physical evidence and process. To work and get the objectives fulfilled as 
per the planning of the company the strong need for communication is felt so that 
effectiveness of marketing department can improve. The benefits of promotion or marketing 
communication are following: 
(a) Helpful in Creating Awareness        
When communication is given to the customers, dealers and salesmen then it create the 
awareness among the target groups. Without communication the information are not known 
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to them. Without knowledge of any thing the work or job of any time cannot be performed. 
Before putting efforts for any activity the need for information is must. This need is fulfilled 
by marketing communication. 
 
(b) Gives Reminders       
It is through communication the information are repeated. It reminds to the customers, 
dealers, salesmen and other concerned person. Over a period of time if earlier 
communication is forgotten the it is to be repeated to remind. The communication is very 
essential to remind and follow up action of marketing department. 
 
(c) Persuades Customers     
When communication is given in the market through advertisement regarding products or 
services repeatedly, it starts creating interest among them. It would very difficult for the 
customers to avoid the communication given repeatedly. One day it would be in position to 
persuade the customers to buy the products. Further, it would help in retaining the existing 
customers also. 
 
(d) Boosts Sales and Profits      
When the advertising takes the message regarding the products, services and the company to 
the customers, they would buy the products. The buying may continue repeatedly in future 
also. The sales of the products and services would go high. That is the ultimate goal of the 
company. Through higher sales the profit of the company would increase. It would further 
contribute in sustaining the profits in future also. 
 
(e) Develops Good Customers Relationship      
Through marketing communication the all relevant information of products or services or 
company is shared with the concerned parties. The numbers of required information are 
given to them and these clarify doubts of them. This contributes in maintaining transparency 
in dealing of the company. Finally, it leads to maintain good customers’ relationship. 
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(f) Helpful in Creating Good Image          
Through communication the customers, retailers, wholesalers, distributors, and salesmen are 
informed regarding their products, their features, benefits and weaknesses clearly. Whenever 
doubts are there then they contact to the concerned managers in the company. Through 
information regarding products or services and good customers’ relationship the reputation 
of the company would improve definitely. 
 
(g) Contributes in Improving Overall Effectiveness   
Through proper and timely communication in the markets the effectiveness of every 
employee, manager, team, department and company as a whole would improve. The 
communication gap would not be created at all. All parties would work very well without 
any difficulty. It would avoid extra efforts, time, work stress and efforts. The operating cost 
would decrease. Finally the total operating cost due to proper communication would go 
down. 
 
(h) Company Gets Competitive Edge 
With the help of proper marketing communication the customers, dealers, salesmen and all 
concerned parties are working properly. This leads to satisfaction of all of them. The 
company enjoys a good reputation in the market. The market share of the company 
improves. The company takes lead in the market. It provides a competitive edge to the 
company over other competitors. 
In addition of above mentioned benefits of marketing communication there may be many 
more benefits. These benefits may be direct or indirect.  In the long run the loyalty of 
customers towards the company develops. This advantage can be cashed for a long time 
without investment further. With a bond of loyalty with customers the company can protect 
them from the inevitable onslaught of competition. The ability to keep a customer for life is 
a powerful competitive advantage.  
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Chapter 3.2: Promotion 
1. Introduction 
Generally, promotion is communicating with the public in an attempt to create awareness and 
persuade them toward buying products and/or services. The word promotion is also used 
specifically to refer to a particular activity that is intended to promote the business, product or 
service. A store might advertise that it's having a big promotion on certain items, for instance, 
or a business person may refer to an ad as a promotion.  Promotion means a method is used 
for getting people to create awareness among people about products or services being offered 
by the company.  Advertising, public relations, point-of-sale displays, and word-of-mouth 
promotion are all traditional ways for promotion. Promotion is the method for providing the 
link of information between the seller and prospects of the products or services.. The choice 
of a promotional strategy will be dependent upon objectives, type of offers, budget, and 
availability of said promotional vehicle. The other concept used for promotion is called 
marketing communication. When any communication is given in the market with the help of 
any media is called marketing communication. The requirement of promotional activities in 
the market is increasing with increasing competition level. In past, the need for promotional 
efforts was not there at all. The demand for promotional efforts increased slowly and in 
present time without promotional efforts the business cannot be carried out effectively as per 
plans of the company. Especially care is to be taken. In some of the leading companies there 
are difference sections taking care of different tools for promotion separately. Further, the 
role of promotion relating activities would be increased. The importance of promotion would 
be very high in near future in the global scenario. 
Promotion relating to products, services, branding and other activities undertaken by the 
company is needed. The different teams are involved. So there is need for coordination 
among different teams, sections, divisions, departments and locations of the company. The 
coordination is needed horizontally at same level, vertically from corporate plan to 
departmental plans, internal within the teams or departments, external with advertising and 
public relation agencies. The efforts for promotion purpose are to be integrated so that the 
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efforts would be in the right direction to achieve the objectively very efficiently and 
effectively. Integration of all marketing tools, approaches, and resources within a company 
that maximizes impact on consumer mind and which results into maximum profit at 
minimum cost. Generally marketing starts from "Marketing Mix". Promotion is one element 
of marketing mix. Promotional activities include different promotional tools like advertising, 
personal selling, publicity, and sales promotion. It also includes the new tool those developed 
with the changing time like internet marketing, sponsorship marketing, direct marketing, 
database marketing and public relations. Relating to product life cycle of products or service 
or company an integration of all elements of marketing mix is needed get the competitive 
edge over other competitors is needed 
2. Meaning of Promotion 
The concept of promotion has been defined by experts as follows: 
(a) Promotion is defined as the coordination of all seller-initiated efforts to set up channels of 
information and persuasion to sell goods and services or promote an idea. Promotion is best 
viewed as the communication function of marketing. In short we can say that the strategy to 
get hike and to create awareness. 
 
(b) It is not enough for a business to have good products sold at attractive prices. To generate 
sales and profits, the benefits of products have to be communicated to customers. In 
marketing, this is commonly known as "promotion". 
(c) Promotional marketing is a business marketing strategy designed to stimulate a customer 
to take action towards a buying decision. Promotional marketing is a technique that includes 
various incentives to buy such as advertising, sales promotion, personal selling, publicity and 
packaging. 
(d) Promotion, as a general term, includes all the ways available to make a product and/or 
service known to and purchased by customers and clients.  The word promotion is also used 
37 
 
specifically to refer to a particular activity that is intended to promote the business, product or 
service.  
3. Promotion Mix 
For selling the products or service the marketing department is using a number of methods. 
The objective is to create awareness, remind the customers to persuade and buy the products. 
The company is interested to increase the sales and profits of the company in the markets. 
The markets may be different for different products and service.  
 
Diagram 3.2.1: Elements of Promotion Mix 
 
 
 
 
 
 
 
 
(a) Advertising 
Advertising is a one method of presenting message to persuade an audience to purchase or 
take some action upon products, ideals, or services. Any paid form of non-personal 
presentation of ideas about products or services in the media by and identified sponsor.  The 
advertisement is given by using the brand name of the products or services and their benefits 
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to users are highlighted. The media used for communication includes television radio, 
newspapers, magazines, billboard posters, periodicals, cinema etc. In one effort through 
advertisement the message reaches to a large number of customers or audience. Advertising 
is intended to persuade and to inform. In advertisement by the identified sponsor the message 
is designed and given to media for further communication. The sponsor may be company, 
dealers, or jointly given the company and dealers. For advertisement a huge amount is spent 
in a year. High cost is involved in advertising because the advertisements are given in 
different media and repeatedly. The message given in an advertisement is non personal. It is 
not related to any individual but it is related to the company, products or services. Advertising 
can be used for commercial and non commercial purposes depending upon the planning of 
the sponsors. The advertising was not used in the past much but it developed with mass 
production of products and increasing competition.  To achieve the targets of the company 
nowadays it has been used mainly. No doubts it is also used for non commercial purposes 
also like political, social, religious etc. It can be placed by the company or advertising agency 
on behalf of the company. 
 
(i) Objectives of advertising: Main objective of advertising are following: 
• The advertisements are placed in the media targeting the audience mainly the prospects 
or customers with the objectives to communicate them. When a new advertisement is 
placed regarding the company has launched first time and customers do not know about 
this. The objective is to create awareness among them. It is through advertisement they 
would come to know.  
• If the customers know then they can be reminded for the existing products or service so 
that they should not forget the products and services of the company.  
• After repeated advertisement, the objective is to persuade them to take buying decision. 
The customers have to think when it is reminded repeatedly. One day they have to go for 
it whenever they are in need of such products of services. 
• For existing customers, the further objective of advertisement is to retain them in future 
also. They should not think to change over to the new products of other companies. They 
are kept informed regarding the new features and benefits of the products time to time. 
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(ii) Advantages: The major advantages of advertising are following: 
• Cost-effective with large audiences are covered in one effort on media. It reached to a 
large number of audiences through television, radio, newspaper etc. The amount spent in 
one advertisement is high but the cost calculated per head   per advertisement is less. 
• The coverage by the mass media is very wide. If we take example of one advertisement 
placed on national radio, in one attempt it covers the whole territory of India. It covers 
all direction, urban, sub urban and rural area. The coverage is very wide through 
advertisement. 
• Effective method of presentation of ideas about the products or services through audio 
video feature. With both audio and video the message can be explained with very high 
degree of clarity. The objective of communication is served properly. 
• It has the ability to create images and symbolic appeals to the target audience. It can be 
related to certain situations to explain the message effectively so image can be created in 
mind of audience. 
• In advertisement the message is placed by the company or advertising agency on behalf 
of the company. Whenever they want to review the message it can be done easily. They 
have proper control over the message in advertising. 
 
(iii) Disadvantages: There are many advantages of advertising but it does not mean that id 
does not have its limitations or disadvantages. The disadvantages of advertising are 
following: 
• Costly, particularly television: When the cost per audience is calculated with radio, it is 
higher side. For repeated advertisements the budget for advertising is very high. Some of 
the medium companies may not like to go for this type of advertisements. 
• Difficult to determine effectiveness: The advertisements are placed in different media for 
audience. On this a huge amount is spent but it has become difficult to measure the 
effectiveness that how much is the effect on sales, customers perception etc. 
• Alone advertisement cannot sell the products to the customers without supply of 
products to the customers or dealers. It cannot work alone. 
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•  It is bit difficult to trust because many times false advertisements are given by the 
unidentified sponsors. The false claims are done through advertisement and that 
misguide the customers. The credibility of advertising is not very high in the markets. 
 
When the critical analysis of advertising is done on the basis of its advantages and 
disadvantage, then it can be said the advertising is very useful for promoting the products or 
services of the company in the markets. It can be concluded that despite of its limitations it is 
needed in the present time of competition. 
 
(b) Sales Promotion 
Sales promotion is one of the promotional mixes other than advertising, publicity/public 
relations and personal selling. The efforts are put to increase the sales by motivating everyone 
whoever in involved in the sales of the products. The major parties involved in the sales are 
salesmen, dealers and customers. The sales promotion efforts are targeting them to stimulate 
them to buy through different incentives or benefits. The objective of promotional efforts is 
short term. When the company is interested to increase the sales of the products or services 
the different methods are being used. When efforts are there other then advertising and 
personal selling is called sales promotion. Marketing efforts through which the targeted 
parties are stimulated to buy the products for extra value or incentive. These efforts can be 
targeted to salesmen, customers and dealers to increase sales in short term. The sales 
promotion activities can be divided as customer oriented, trader oriented and sales force 
oriented. Through sales promotion tool the extra benefits are provided to the targeted group 
so that they can be stimulated to buy the products and increase the sales and profits of the 
company. 
 
The parties involved in sales promotion are customers, salesmen and traders of different 
types. They play different roles in sales. The customers are the end users and efforts are put to 
persuade them to buy and use the products for them or their family members. They are to be 
motivated by providing extra benefits so that the relative worth of their money is increased. 
The second party is sales force. They need to be motivated so that they put their best efforts 
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so they provide proper link between company and traders and customers and company. 
Timely information, support and supply of products are maintained so that the sales can be 
increased. When the products are sold through dealers they are needed to be motivated. When 
they get motivation then only they would sell the products of the company. All these parties 
are needed to give their best output. For their motivation purpose sales promotion is used. 
The different promotional tools are used separately for all parties. One method is not suitable 
for all the concerned parties. The promotional tools are separate for customers, dealers and 
salesmen. 
 
(i) Objectives of sales promotion: Following are the objectives: 
• To introduce new products: When the company is interested to introduce the new 
product in the market the sales promotion method like samples is used. The free samples 
of the products are given to the parties for introduction of the product. If the sample is 
liked by the customer then the product can be bought in future. 
•    To attract new customers and retain the existing ones: Sales promotion measures are 
used with the objectives to attract new customers and retain the existing one by 
providing extra benefits. The customers are attracted towards the products that offers 
price off, discount, gift, premium prize, etc on buying. There are many methods of 
promotion being used in market so that the existing customers can be retained and new 
can be added to the list of customers. 
•   To Increase sales of seasonal products: There are some products like woolen clothes, 
rainwear, air conditioner, fan, refrigerator, cooler, room heater, sunscreen lotion, etc. , 
these are used by the customers in particular season only. The demand of these products 
is not there is their off season. So the increase the sales of such products the sales 
promotion works wonderful. The customers are provided more and additional benefits to 
motivate the customers for buying. Thus the sales of seasonal products increase. 
•   To neutralize the competition effect:  Nowadays the market situation is very competitive. 
It is very difficult to increase the sale of the product because every competitor is trying 
hard to increase the sales. Through sales promotion the extra benefits motivate the 
customers to buy the products. So to neutralize the competition effect the company has 
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to bring sales promotion scheme. If not the products of the other companies would be 
sold out more. The company may lose the opportunity for selling more would be lost. 
•   To push the sales of slow moving products: Some of the products are not in demand due 
to their old design, features or out of fashion. Such products are not moving and they are 
lying in the stores of the company. To increase the sales of such products the suitable 
measure for promotion are used. Due to these the sales of slow moving products 
increase. In this the benefits are given of higher value so that the customers are 
motivated to buy. 
 
The company is using different types of sales promotional methods so that the objectives can 
be fulfilled. It is not necessary that at one time all type of methods would be used. For 
different parties for different objectives the promotional methods used may differ. It depends 
up to the strategy of the company. 
 
(ii) Advantages of sales promotion: The main advantages of sales promotion are following: 
• There is very useful for price sensitive customers. It can make good appeal to them. Such 
customers wait for sales promotion scheme to buy the products. 
• Provides extra benefits to the customers through sales promotion schemes and create in 
customers to buy the products. 
• Helps in increasing the sales of the current, seasonal, slow moving, out of use or fashion 
products. 
• Neutralize the competition effects through sales promotion tools. 
• The profits and sales of the company are increased with the sales promotion tools time to 
time. 
• The effect of this method is direct and can be measured easily on sales after sales 
promotion scheme. 
• It supports the push strategy of promotion. The products are pushed near to the 
customers to buy. 
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(iii) Disadvantages:  In addition to advantages of sales promotion there are disadvantages 
also. These are following: 
• It is focusing on short-run effect on sale. The sales are to be increased at a particular 
point of time of promotion efforts. 
• The long term gains are sacrificed for short term gains and do not develop the brand 
image of the products and company in the market. 
• It is suitable mainly for price sensitive customers and such customers become habitual to 
buy when sales incentives are given. 
• Sales promotion competition adds costs to the selling budget of the company and 
profitability goes down. 
 
(c) Personal Selling  
Personal selling is one of the promotional methods used for increasing the sales of the 
products or services. In personal selling the salesmen of the company personally meet the 
customers, dealers relating to sales. They go directly to the concerned parties when the nature 
of the product is such that it cannot be distributed through wholesalers, retailers etc. The need 
for salesmen is felt depending upon the nature of the products, distribution network and 
policy of the company. In personal selling there is personal presentation by the firm’s sales 
force for the purpose of making sales and building customer relationships. Personal selling is 
paid personal communication that attempts to inform customers and persuade them to 
purchase products or services.  
 
The salesmen approach the customers with all detail information regarding products, 
company management, features and benefits of the company, knowledge of customers 
profile, products of competitors and other related information. Before meeting the customers 
the salesmen prepare the list of prospects, details of prospects, job of salesmen, products 
features, management detail, company profile, competitors products etc. Home work is 
essential for the salesmen for effective selling. He explains all required information to the 
customers with the efforts to convince them to buy. If the customers agree then he takes the 
order from them. Later on follow up action is also done by the salesmen. During discussion 
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when demonstration of the products is required then it is also arranged by the salesmen. All 
doubts, fear, anxiety relating to products and company are clarified by the salesmen during 
his visits to the customers. The task given to the salesmen is very challenging. 
Most effective tool for creating and building buyers’ preferences, convictions, and actions; 
through personal interaction between customers and salesmen feedback is possible. This 
feedback is helpful is problem handling and developing good customers’ relationship. No a 
days the buyers are more attentive; so to deal with them they expect long term commitment 
from salesmen. This method of promotion is the most expensive of the promotional tools but 
most effective also. 
(i) Objectives of personal selling: The major objectives of personal selling are following; 
• To create long term customers relationship with the customers. Through feedback, 
problem handling and assurance the company is interested to long term relationship, 
• To meet the requirement of personal presentation through personal selling. When 
demonstration and doubt clarification are required the best suitable method of sales 
promotion is personal selling. 
• To meet the requirement of industrial or heavy price products sales. This type of products 
cannot be sold out through dealers, wholesalers or retailers. 
 
(ii) Advantages: Sales promotion is one of the methods of promotion and main advantages of 
it are following: 
• Two way communications under personal selling is very effective. 
• Face to face communication makes the things very clear and fears, doubts confusions are 
avoided on the spot. 
• Demonstration of products performance is possible in personal selling. This helps in 
convincing the customers easily to buy the products. 
• It gives long term impact on the customers because the assurance is given by the sales 
men. 
• Contributes in developing good relationship and image of the company in markets. 
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(iii)  Disadvantages: The disadvantages of personal selling are following: 
• The coverage of sales force is very limited because there is involved of individual 
salesmen. So he can cover a limited number of customers in a time. 
• It is a very expensive method of promotion because the cost involved per customer is 
very high in comparison with other methods of promotion. 
• It is only suitable for high price products only and not for low price or FMCG products. 
• Heavy budget is needed for personal selling activities. It is not suitable for small and 
medium size of the companies.  
 
     (d) Public Relations / Publicity 
The fourth element of promotion mix is public relation/ publicity. In Public relations the 
efforts are put to create and maintaining good public image for products or services, 
businesses of the company, non-profit organizations, celebrities, leaders etc. Public 
relations is defined as building good relationships with the concerned parties of company 
out of public so to create good image regarding products, services and business of the 
company. The public should make positive publicity of the company so that adverse 
situation can be handled in future. 
Public relations convey messages to the target public with the help of the media on behalf 
of a client, with the objective to influence the opinions and create favourable image for 
products, services and business of the company. The major parties involved in the public 
are employees, customers, dealers, bankers, suppliers, consultants and government.  The 
different messages are given focusing on different target segments. 
Public relations convey messages to the target public with the help of the media on behalf of 
a client, with the objective to influence the opinions and create favourable image for 
products, services and business of the company. The major parties involved in the public are 
employees, customers, dealers, bankers, suppliers, consultants and government.  The 
different messages are given focusing on different target segments. It is very effective when 
it is supporting the goal of the organization. It is viewed as a strategic management function. 
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Publicity is one of the elements of promotional mix. The other components of promotions are 
advertising, sales promotion, and personal selling. Publicity is closely related to public 
relations. In public relations the communication between company and public are managed 
and the publicity is the management of product or brand related communications between the 
firm and the general public. It is primarily an informative activity and its ultimate goal is to 
promote the company’s products, services, or brands. Publicity can be called as a planned 
programme for obtaining favorable press coverage regarding company, products and services. 
The techniques used for creating publicity are press release, telephone press conferences, in-
studio media tours, multi-component video news releases, newswire stories, and internet 
releases. These should be used for the interest of the public. For example, when opinion of a 
customer using car is taken and released in press. This press release in made in favour of the 
product of the company, the publicity is made by words of mouth gives very good impact on 
the mind of the other customers. 
(i) The advantages of publicity are low cost, and credibility of publicity made is very high. It 
gives very good impact on the prospect customers. It spreads very fast. 
(ii) The disadvantages of publicity are also there. It is very difficult to find out from where 
the publicity has originated. It lack of control over the message. If the adverse publicity is 
there then it is difficult to control it. It may damage the image of the company. In this case 
special care should be there so that the adverse publicity should be avoided. 
4. Selection of Promotion Mix 
There are four different methods of promotion methods and each method is having its own 
advantages and limitation. Considering strengths and weaknesses of each method and 
objectives of promotion the resources are applied to make the efforts of promotion successful. 
Out of these for promotion purpose any one or more are to be selected. There is no hard and 
fast rule that a particular method is to be selected. The selection is done by considering the 
requirement of promotion campaign. The promotion efforts should be very effective. For this 
purpose the following factors are to be considered: 
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(a) Type of products to be sold 
(b) Time of selling the products. 
(c) Objectives of the company 
(d) Promotion budget 
(e) Target customers and their locations 
(f) Availability of promotion methods. 
(g) Methods used by the competitors. 
(h) Personal interest of top management. 
(i) Product life cycle of the products or services  
There may be other reasons for selection of particular methods of prmotion. Generally the 
leading companies are using two or more or in combination of these methods so that their 
sales targets, customers relationship and image of the company etc, are maintained properly. 
The company is in position to maintain its position in the market. The selection of promotion 
mix must be in position to give the competitive edge to the company over other competitors. 
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Chapter 3.3: Sales promotion 
 
1. Introduction 
 
The company produces the products or provides the services for the customers. First of all it try 
to find out the profile of the customers. The features of the customers are identified such as 
location, education, income, family size, consumption pattern, availability of products or 
services in the market, interest or changes in their existing demand, preference, tastes and other 
features. The marketing research is carried out to collect the information regarding customers’ 
demand, what they are having and not having. The efforts are put to find out the gap between 
the demand and supply. They try to operate between that gap. The opportunities are find out 
through the research. The products or services are designed to fill the gap that is found by the 
researchers. The products are designed specifically for a segment of customers. Further efforts 
are put to manage very effectively that particular market segment. The company is putting its 
efforts in all these activities so that the customers must buy its products. For creating 
awareness, informing about the availability of products or services, features, benefits, price and 
availability of products at particular location. The main objective is to sell the products to the 
customers. On continuous basis the efforts are put to influence the customers to buy their 
products. The promotional efforts are put by the company. There are different methods used by 
different companies for promotion of their products or services. One of them is sales promotion 
method. It is explained in the following paragraphs. 
 
2. Sales Promotion 
Sales promotion is one of the promotional mixes other than advertising, publicity/public 
relations and personal selling. The efforts are put to increase the sales by motivating everyone 
whoever in involved in the sales of the products. The major parties involved in the sales are 
salesmen, dealers and customers. The sales promotion efforts are targeting them to stimulate 
them to buy through different incentives or benefits. The objective of promotional efforts is 
short term. When the company is interested to increase the sales of the products or services the 
different methods are being used. When efforts are there other then advertising and personal 
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selling is called sales promotion. Marketing efforts through which the targeted parties are 
stimulated to buy the products for extra value or incentive. These efforts can be targeted to 
salesmen, customers and dealers to increase sales in short term. The sales promotion activities 
can be divided as customer oriented, trader oriented and sales force oriented. Through sales 
promotion tool the extra benefits are provided to the targeted group so that they can be 
stimulated to buy the products and increase the sales and profits of the company. 
The parties involved in sales promotion are customers, salesmen and traders of different types. 
They play different roles in sales. The customers are the end users and efforts are put to 
persuade them to buy and use the products for them or their family members. They are to be 
motivated by providing extra benefits so that the relative worth of their money is increased. The 
second party is sales force. They need to be motivated so that they put their best efforts so they 
provide proper link between company and traders and customers and company. Timely 
information, support and supply of products are maintained so that the sales can be increased. 
When the products are sold through dealers they are needed to be motivated. When they get 
motivation then only they would sell the products of the company. All these parties are needed 
to give their best output. For their motivation purpose sales promotion is used. The different 
promotional tools are used separately for all parties. One method is not suitable for all the 
concerned parties. The promotional tools are separate for customers, dealers and salesmen. 
 
Sales promotion includes several methods that attempt to provide added value    or incentives to 
consumers, wholesalers, retailers, or other organizational customers to stimulate immediate 
sales. These efforts can attempt to stimulate the customers to buy the products or avail the 
services. . Examples of sales promotion methods are price or quantity off, coupons, discount, 
samples, premiums, point-of-purchase (POP) displays, contests, scratch cards, gifts, rebates etc. 
 
The sales promotion methods are used for different products with different objectives. The 
objectives may be to increase the sales of current, obsolete, slow moving, seasonal products so 
that the profit and profitability can be increased. The company might be interested to sustain 
the sales and market shares of the company in the market. The competitors are using different 
methods for promotion of sale so to neutralize the competition effect the company is also using. 
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It entirely depend upon the strategy of the company which methods is to be used for a 
particular segment of customer and how much to spend on the promotional activities. All 
decisions are taken by the marketing team after considering many variables. 
 
Sales promotion offers a direct inducement to act by providing extra worth over and above 
what is built into the product at its normal price. These temporary inducements are offered 
usually at a time and place where the buying decision is made. Not only are sales promotions 
very common in the current competitive market conditions, they are increasing at a fast pace. 
These promotions are direct inducements. In spite of the directness, sales promotions are fairly 
complicated and a rich tool of marketing with innumerable creative possibilities limited only by 
the imagination of promotion planners. Sales promotion is often referred to by the names of 
‘extra purchase value’ and ‘below-the-line selling’. 
 
Today we find companies in almost all sectors offering some sort of a promotion scheme. 
These sectors range from automobiles to beverages, from financial services to foods, from 
household durables to services, from household products to business products, from personal 
care to textiles and apparel. Sales promotions are used by a wide range of organizations in both 
the consumer and business markets, though the frequency and spending levels are much greater 
for consumer products marketers. One estimate by the Promotion Marketing Association 
suggests that in the US alone spending on sales promotion exceeds that of advertising. 
 
3. Definitions of Sales Promotion 
 
The concept of sales promotion has been defined as follows: 
(a) Sales promotion - Sales promotions are short-term incentives to encourage the purchase or 
sale of a product or service. 
(b) “Sales promotion includes incentive-offering and interest-creating activities which are 
generally short-term marketing events other than advertising, personal selling, publicity and 
direct marketing. The purpose of sales promotion is to stimulate, motivate and influence the 
purchase and other desired behavioural responses of the firm’s customers.” 
52 
 
(c) Sales promotion is any initiative undertaken by an organisation to promote an increase in 
sales, usage or trial of a product or service (i.e. initiatives that are not covered by the other 
elements of the marketing communications or promotions mix). Sales promotions are varied. 
 
(d) Sales promotions are non-personal promotional efforts that are designed to have an 
immediate impact on sales. Sales promotion is media and non-media marketing 
communications employed for a pre-determined, limited time to increase consumer demand, 
stimulate market demand or improve product availability 
 
(e)  The American Marketing Association (AMA), in its Web-based "Dictionary of Marketing 
Terms," defines sales promotion as "media and nonmedia marketing pressure applied for a 
predetermined, limited period of time in order to stimulate trial, increase consumer demand, or 
improve product availability." 
(f)  W.J. Stanton defines sales promotion as all those activities other than advertising, personal 
selling, public relations and publicity that are intended to stimulate customer demand and 
improve the marketing performance of sellers. 
(g)  A definition of sales promotion becomes more difficult as the industry expands. At its 
most precise, it is any scheme designed to sell more product. In the broadest sense, it is 
everything in the marketing mix. 
 
The above mentioned definitions have been studies and found certain characteristics. The 
summary of characteristics is as follows: 
(a)     It is the short term effort of the marketing team 
(b) The main objective of efforts is to increase the sales and profits. 
(c) The different methods are used by companies for different products and target. 
(d) The parties involved in sales promotion are customers, traders and sales force. 
(e) The efforts are to induce the target group to motivate for sales. 
(f) The stimulation to buy the products is by providing extra benefits or value. 
(g) The impact of sales promotion methods is immediate and for short period. 
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4. Objectives of Sales Promotion 
 
The promotion mixes are being used for the promotion of sales of products or services and may 
be to develop good image of the business and as a whole company. The different methods of 
sales promotion are used collectively. Out of that sales promotion is also used for these 
objectives. The objectives may differ from time to time and from product to product. There is 
not hard and fast rule that the sales promotion methods are used only for one objective for all 
products and every time. 
 
(a) To introduce new products: When the company is interested to introduce the new product in 
the market the sales promotion method like samples is used. The free samples of the products 
are given to the parties for introduction of the product. If the sample is liked by the customer 
then the product can be bought in future. 
 
(b) To attract new customers and retain the existing ones: Sales promotion measures are used 
with the objectives to attract new customers and retain the existing one by providing extra 
benefits. The customers are attracted towards the products that offers price off, discount, gift, 
premium prize, etc on buying. There are many methods of promotion being used in market so 
that the existing customers can be retained and new can be added to the list of customers. 
 
(c) To Increase sales of seasonal products: There are some products like woolen clothes, 
rainwear, air conditioner, fan, refrigerator, cooler, room heater, sunscreen lotion, etc. , these are 
used by the customers in particular season only. The demand of these products is not there is 
their off season. So the increase the sales of such products the sales promotion works 
wonderful. The customers are provided more and additional benefits to motivate the customers 
for buying. Thus the sales of seasonal products increase. 
 
(d) To increase the repeat purchase: The company is interested that the products of the 
company should be bought by the existing customers repeatedly. The sales promotion methods 
are also used to stimulate them to buy by providing extra value or benefits. The existing 
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customers are retained by the company. They may make the positive publicity regarding 
products of the company to prospects. This may help in getting new customers also. 
 
(e) To support other promotional methods drive: The company is interested for promotion of 
the products, services and business of the company. It is using different methods of promotion 
such as advertising, personal selling etc. These two methods alone may not get the objectives of 
the company fulfilled. To support these promotional methods for promotion purpose the sales 
promotion can be used. The combined efforts may give better result to the company. 
 
(f) To neutralize the competition effect:  Nowadays the market situation is very competitive. It 
is very difficult to increase the sale of the product because every competitor is trying hard to 
increase the sales. Through sales promotion the extra benefits motivate the customers to buy 
the products. So to neutralize the competition effect the company has to bring sales promotion 
scheme. If not the products of the other companies would be sold out more. The company may 
lose the opportunity for selling more would be lost. 
 
(g) To push the sales of slow moving products: Some of the products are not in demand due to 
their old design, features or out of fashion. Such products are not moving and they are lying in 
the stores of the company. To increase the sales of such products the suitable measure for 
promotion are used. Due to these the sales of slow moving products increase. In this the 
benefits are given of higher value so that the customers are motivated to buy. 
 
(h) To move surplus inventory: When demand of the product in the market shrank the 
production rate is not reduced, then the inventory in the store starts piling up. That situation is 
not favourable for the company. In that case to avoid the piling up the stock further the sales 
promotion are used exclusively with the objective to speed up the movement of inventory so 
that excess stock is sold in the market. This way the capital is avoided to get blocked.  
 
(i) To increase market share: In present time there is tough competition due to local and 
international players. The company is facing an uphill task to maintain its position in the 
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market. Some of the companies have lost their position. To maintain the same position and 
market share the companies are using sales promotion methods also. The situation is prevailing 
in FMCG and automobile sector in India. 
 
5. Parties Involved in Sales Promotion 
 
When the companies are involved in marketing of products or services, take services from 
different parties. The products start from the manufacture and through sales men, distributors, 
dealers, wholesalers, retailers and finally reach to the end users or customers. The products are 
passed through these parties. It depends upon the involvement of these parties how the 
customers get the products. They may get in timely in proper condition or not. When the 
company is interested to serve their customers in a better way so that the sales can be increased, 
customers relationship get improved and image of the company goes high, the company needs 
the support of all concerned parties. They should their best services to the company. But it is 
not so easy to convince everyone. Without any benefits no one can be motivated in present 
time. Without any substantial benefits no one is interested to take extra pain. To make these 
people happy and contribute their efforts there is need to motivate them. For that purpose the 
company has to undertake sales promotion methods. When extra benefits are given to the 
salesmen, dealers and customers they would get motivated and do their work perfectly. If any 
one out of them is not interested the objectives of the company would not be fulfilled. Every 
one serves as an important link in the sales chain. The major parties involved in this sales 
promotion process are following: 
 
(a) Salesmen 
Selling is one of the important activities of marketing in any company. It is through selling the 
products from the manufacturers move to the customers through selling process. Through 
selling only the goods and products are exchanged for price in the market and company gets the 
revenue. This function of selling is performed by the salesmen in different capacity and 
different locations. The salesmen provide information to the dealers, distributors, wholesalers, 
retailers and customers. They explain all features and benefits of the products to the concerned 
parties for sale purpose. Whenever there is requirement of demonstration is needed that is given 
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by the salesmen. They clarify the doubts of customers and dealers. He gets the order from them 
and closes the sales. He is very important in maintaining customers’ relationship for the 
company. It can be said the role of sales men is very important. To get the best services from 
them they are to be motivated. Therefore, there is need for their motivation through sales 
promotion.  
 
(b) Traders 
The second important party involved in sales of the products or services is trader. Trader is a 
party that is involved in trading of the business. In traders we can include dealers, distributors, 
wholesalers and retailers mainly. There job is to buy the products in larger quantity from 
manufacturer or from higher level in hierarchy in larger quantity and sell  in smaller quantity to 
the lower level in hierarchy. They provide a important link between manufacturers and 
customers. All the products cannot be sold out to the customers directly by manufacturers due 
to location of customers and nature of products. The need for service of middlemen or traders is 
needed. The traders are known by different names. The company is interested to sell the 
products more and more to the customers. For this purpose the support of this party is needed. 
To get the support as per expectation of the company they are to be made happy and motivated. 
This can be done with the help of sales promotion methods. The sales promotion methods are 
to be selected trader oriented. The methods of promotion would provide extra benefits or value 
to the traders. This link would be strengthened to meet the sales target of the company. 
 
(c) Customers 
The third party involved is customers. This is the party that buys the products either for 
themselves or their family members. They are called the end users. This party is very important 
because they buy the products and the company gets the price in lieu of the products sold out to 
them. The customers understand the value of their money and they buy the products when they 
feel that is worth paid. They do a lot of comparison then only the taken the decision to buy the 
products. Every company is interested to keep their customers well informed, happy and wants 
to retain them for repeated sales. It is very easy to lose a customer but difficult to get a new 
customer and further it is more difficult to retain the existing customers. The company must 
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understand their customers’ profile. The customers vary in their income, education, status, 
preferences, taste, liking and disliking, family size and location. It is necessary to understand 
the customers profile through marketing research. To increase the sales the role of customers is 
most important. They should be encouraged to take the decision to buy the products. They 
would only get stimulated when they get extra value for their money or benefits. The company 
must take the decision regarding sale promotion methods suitable for customers depending 
upon the sales of particular products. 
 
6. Sales Promotion Methods 
 
For promotion of sales, profits, market shares and image of the company a variety of sales 
promotion methods are being used in the market by different company. The  one sales 
promotion method is not suitable for all products and party involved in selling. The 
management has to think about it and many factors are to be considered before taking decision 
regarding promotion methods. One method may be suitable for one party or two party but may 
not be suitable for the third party. The variable factors like type of product, location of party, 
role of the party, strengths and weaknesses of particular method of sales promotion, objectives 
of sales promotion, and sales promotion budget are to be studied carefully for decision purpose. 
The sale promotion methods can be divided into following groups: 
 
(a) Customers Oriented Promotion Methods 
This is the well-known methods of sales promotion and it is targeting customers to appeal to 
buy the products. Consumers are exposed to sales promotions nearly everyday; due to this 
many have become habituated and looking for extra benefits from companies most of the time 
for purchase decisions. Different types of sales promotion methods are used by the company in 
the markets. There is a big list of these methods. The sales promotion methods for customers 
are following: 
 
(i) Price off or discount: Price probably is the most commonly used promotional techniques. 
The concession or reduction in price is given to the customers and they save the money in the 
purchase. The customers get the products in lower price. The same features of the products are 
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offered to the customers at lower price. The value of the money of customers is increased. The 
concession is given in net amount then it is called price off and if it is given in percentage then 
it is called discount. These methods can be communicated through POP advertising, window 
displays, sales men, advertising, packaging etc. Such promotion methods work very well in 
gaining the attention of consumers, particularly at the point of purchase among similar brands. 
For example, the price of Colgate Total tooth paste is marked MRP as Rs. 100. When it is 
marked Rs.10 off, then it means the customer has to pay Rs. 90 only. When is it is mentioned 
on package 15 % discount then the percentage on MRP is to be calculated and deducted. Rs. 
100-15= Rs. 85 is to be paid. 
 
(ii) Premium: When the product is purchased the customers get additional items with the 
purchased item free of cost. This provides extra benefit or value to the customer. The customer 
saves money through this. Sometimes when extra item with the purchased item is given to the 
customers and they may not be in need  that item. It may not motivate much to more customers 
in comparison with price off or discount. The premium may be of different types such as over 
the counter, packed premium, banded premium and loyalty premium.  
• When a customer is purchasing items and on the counter itself an extra item is given that is 
called over the counter premium. For example. a customer purchased one pen and with pen 
a pencil is given free of cost on the counter itself it is an example of over the counter 
premium. 
 
• When a product is packed inside the pack of the product purchased then it is called packed 
premium. For example a packet of pencils is purchased and inside the pack a scale and 
cutter are enclosed. This is called packed premium. 
 
• When a product is banded with the tape or strip with the main product and sold to the 
customers. It is example of banded premium. 
 
• When a customer repeatedly bought the products in past and giving proof of the purchase, 
then it is called loyalty premium. On producing evidence of the purchase the customers get 
additional item is example of loyalty premium. 
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(iii) Quantity off: Under this sales promotion method the additional benefit is given through 
the quantity of the product bought. Without payment an extra quantity of the product is packed 
in the pack itself or separately. It is called quantity off method. For example, in a pack of Rin 
detergent cake of 100 gms extra quantity of 20 gms is included and in total 120 gms is packed. 
The price of the packet is not changed but it is market on the package as 20 gms extra.  
 
(iv) Free samples: In this sales promotion method small packs of the products are distributed 
to the customers during buying or without buying free of cost. In market the samples of 
shampoo, washing powder, tea and coffee powder medicines, etc. while purchasing various 
items from the market. Sometimes these free samples are distributed by the shopkeeper even 
without purchasing any item from his shop. The main objective of this method is to attract 
consumers to try out a new product and thereby create new customers. Some businessmen 
distribute samples among selected persons in order to popularize the product. For example, in 
the case of medicine free samples are distributed among physicians, in the case of textbooks, 
specimen copies are distributed among lecturers and teachers in schools and colleges. 
 
(v) Exchange schemes: When the customers are going for purchase of the product they are 
offered to get exchanged their old item at a reasonable price It refers to offering exchange of 
old product for a new product at a price less than the original price of the product. This is useful 
for drawing attention to product improvement. This is more suitable for the durable goods 
mainly. For example a colour TV set price is Rs 10000 and exchange offer is giving for black 
and while set of Rs 1000. It means the old set is to be given to the dealer and it price would be 
counted as Rs. 1000. Balance of Rs. 9000 is to be paid. This motivates the person those who are 
having less amount but want to purchase the costly item. 
. 
 (vi) Coupons: Sometimes, the company issues coupons either in the packet of a product or 
through an advertisement printed in the newspaper or magazine or through mail.  The 
presentation of the coupon accepts the benefits to the customers. A coupon authorizes the 
holder to get the discount of printed amount of coupon. These coupons can be presented to the 
retailer while buying the product. The holder of the coupon gets the product at a discounted 
60 
 
price. For example, if a packet of biscuit is purchased and inside its pack a coupon of Rs. 3 is 
found. The customer presents it to the retailer and get discount of Rs 3 when he buys another 
packet of biscuit. 
 
(vii) Fairs and exhibitions:  This is one of the methods of promotion for creating awareness of 
the new products and mainly durable and high price products. Fairs and exhibitions may be 
organized at local, regional, national or international level to introduce new products, 
demonstrate the products and to explain special features and usefulness of the products. Goods 
are displayed and demonstrated and their sale is also conducted at a reasonable discount.  The 
fairs are conducted mainly for IT, engineering goods, automobiles, industrial goods etc. Every 
year trade fare is conducted at Pragati Maidan in New Delhi for this purpose. 
 
(viii) Trading stamps: Another method of inducing the customers to buy the product is issue 
of trading stamps. In case of some specific products trading stamps are distributed by the 
companies as per the value of their purchase. The customers those who have collected and 
produced these stamps of sufficient value within a particular period gets benefits from the 
company. This method induces customers to purchase the product more and get benefits by 
collecting trading stamps. 
 
(ix) Scratch and win offer:  In this method the company provides the scratch facility on the 
pack itself. Those who buy the product can scratch the card and win the prize. In this way 
customers may get the benefits as per the scratch scheme whatever is mentioned on the scratch 
mark. This method also motivates the people to some extent but not very high. 
 
(x) Money back offer: When the product is not known to the customer in the market. The 
customers are not sure about the benefits of the customers especially in case of new products. 
Under this scheme customers are given assurance that full value of the product will be returned 
to them if they are not satisfied after using the product. This creates confidence among the 
customers with regard to the quality of the product. Under assurance only the customers taken 
chance to buy the new products. 
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(xi) Easy finance scheme: This scheme is offered by the company when the product is of high 
price and customers may not have that much amount to buy the products. The easy finance 
schemes are arranged by the company with the banks and finance companies. The loan facility 
is given at lower rate  of interest subject to certain terms and conditions. This motivates the 
customers to buy such products like cars, laptops, refrigerators etc. 
 
(xii) Contest or sweepstakes: To motivate the customers for purchase of the product another 
method of contest or sweepstakes can be used by the company. In contest for entry certain 
skills are needed but in sweepstakes no skill is required to participate. It may also motivate the 
customers in some of the cases also. 
 
(b) Traders Oriented Promotion Methods 
With the intention to get the best cooperation from the distribution channel members the 
companies are using different promotional methods. These methods directed at traders are 
called traders oriented promotional method. They traders provide the important link between 
the marketers and the customers. The traders may include dealers, wholesalers and retailers. 
The company cannot take chance to miss them. These types of methods are applied to 
strengthen the team work among all concerned parties of sales. Some of the methods for 
motivation of traders are following; 
 
(i) Point of purchase display: This method is targeted at dealers or traders. It means the 
display facilities are provided by the manufacturers to the traders for display at their 
showrooms or shops. The types of products sold out at the outlet are displayed at the points. 
This gives the clear idea to the buyers that the particular type of products are sold at the store. 
Without display the idea regarding availability for buying would not be known to the 
customers. It supports the traders to improve the internal and external atmosphere of the store. 
By this the customers are attracted and traffic of customers increases. This creates the visibility 
of the products and further it supports the promotional methods like personal selling and 
advertising. The only difficult in this is that the traders are not maintaining the POP facilities 
and they all selling these also to get money. These facilities are provided free of cost to the 
traders. This improves the status of the store and motivates the traders. 
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(ii) Trade fair: The trade fair is also used for the traders. A large number of manufacturers 
display their wares and take orders at trade shows. In fact, companies spend a huge amount on 
this type of show. They also provide a chance to demonstrate products   share information, 
answer questions, and enable them to have critical comparison with the products of 
competitors.  The participants may the traders and customers. They are provided with all 
supports and orders can be taken from them. The traders get motivated to deal in those products 
displayed in trade shows. 
 
(iii) Traders meeting: Time to time the company arranges meeting of traders so that the 
related issued of business can be discussed and shorted out easily. The participants are traders 
or their salesmen. The meeting can be sponsored by the company or jointly company and 
traders. These can be conducted at local, regional and national levels. The objective of the 
meetings is to discuss the difficulties, answer the confusions, and guide the sales men for 
promotional campaign. The facilities are given to the traders to increase the sales and their 
earnings free of cost. This helps a lot to motivate the traders and they provide adequate support 
to the company to meet their objectives of sale. 
 
(iv) Sales contests: The Company arranges the sales contests for the traders those who achieve 
the quota of sales with in the stipulated period. Those who achieve the specified quota they 
participates in contests. They may win the prizes, free tours sponsored by the company and 
other benefits. This triggers to encourage them to put efforts for increasing the sales and 
providing the support. 
 
(v) Training of staff: This type of method provides training to the technical staff for servicing 
and repairing of the durable goods like car, TV, computers, refrigerators etc. The engineers of 
the traders are not having much systematic knowledge of the products, to repair and replace the 
faulty parts of the products. They are trained by the experts of the company in their workshop 
free of cost. The training facility can be arranged at workshops of traders locally. This provides 
a lot of supports in increasing the sales. 
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(vi) Push money: This promotional method is used for the traders to increase the sail. This is 
targeted to meet a specified goal of the sales. Those who meet the goal are given extra money 
as push money. This may include the unfair practices also because they try to sell the products 
by fair or unfair way to get the push money. But somehow it is working well and motivating 
the traders. 
 
(vii) Buying allowances:  The traders are given allowances when they buy the specific quantity 
one time or with in the specified period. If they are buying quantity more then the specified 
quantity then only they get other wise not. So to increase the sales of the company and benefits 
to the dealers this method of promotion is used by the companies. 
 
(viii) Profit margin: The Company fixes the price in such way the profits of dealers, retailers 
and customers are included. The company provides to the traders their profit margin according 
to sales of the products. The profit margin in as per the quantity sold. They are not provided 
extra money to push the sale. This is considered as a fair practice in the market and it motivates 
the traders also. 
 
(ix) Slot allowance: This type of promotional method is provided by the company to the 
wholesalers and retailers when the new products are not known to the customers. The slot or 
space is provided by the retailers to the manufacturer for new products display and allowance is 
paid by the manufacturer. The objective is to increase the visibility of the products to the 
customers who frequently visits to the stores. 
 
(x) Advertising allowance: The advertising allowances are paid to the traders when they 
advertise the products of the manufacturers. What ever the facilities are available with the 
traders are used for advertising. The proof of the advertisement is to be given to the 
manufacturers for getting the allowances. Some time the advertisements are given jointly for 
the publicity of the products of the company and showrooms of the traders. This method also 
motivates the traders to support the company to increase the sales, profits and market shares of 
the company. 
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(c) Salesmen Oriented Sales Promotion 
There are certain methods targeting salesmen of the company. The selling is the important 
activity in marketing. To perform selling function the role of salesmen are very important. They 
perform an important part of the sales activities. Without proper involvement of salesmen the 
tasks to achieve the objectives can not be fulfilled properly with satisfaction. A number of sales 
promotion methods are used by different companies in the market for motivating them are 
following: 
 
(i) Sales contests:  Most of the salesmen are competitive by nature.  To perform their tasks 
they give their best output. Contests are great ways to create a sense of participation and to 
motivate salespeople to achieve success, especially when they are participating against each 
other.  The objective of the sales contest is to motivate the salesmen to perform better and 
participate for extra benefits. It is for short term only. The salesmen those who achieve the sales 
target are given entry in the sales contest. During sales contest the prizes can be won by the 
sales men. This gives a trigger to work smartly and achieve the target. The desire for prize win 
motivates them to influence their behaviour and objectives of the sales promotion are fulfilled. 
 
(ii) Sales commission: Another method of motivation of sales force is commission on sales. 
The managers fix the commission rates on the sales of the products. The commission can be of 
fix rate or it may be variable or in combination. Depending upon the situation and type of 
products the commission rates can be decided. For example, Fix rate of 5% as a commission is 
fixed on the net amount of sales. It means if a person sells products of Rs. 1000 per day then he 
gets Rs. 50 as fix commission per day. Further, up to sales of Rs 1000 the rate of commission is 
5% and beyond this rate is 10% on the amount of sales. This is called combined rates of 
commission. 
 
(iii) Trips:  Next method to motivate the salesmen can be sponsorship of a trip of the sales man 
alone or with spouse. This shows the target to the salesman to work and achieve. The salesmen 
who achieve the target at the end of year or quarter or half year or annual, would be sponsored 
free trips to the tourist destination or to a city like Singapore, New York or London. This 
exciting offer keeps the salesmen motivated. They take the initiative to generate more and more 
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sales. The problems from salesmen side are overcome. The targets from motivated sales can be 
achieved to level of expectation. This practice is generally followed in many good companies. 
(iv) Gifts: The sales manager can use gift also as a method of motivation for their salesmen. 
The salesmen those who work as per the plan and achieve the targets can be offered gifts or 
merchandise. The gifts such as t- shirts, caps, bags, dinner set, tea set, DVD etc. This keeps the 
interest of the sales men on track and they do their work without any disturbance. They are 
benefited due to extra benefits given through gifts. The main thing is that the gifts should be 
given to those who actually achieve the targets and not to everybody. Otherwise it would not 
motivate the salesmen. 
 
(v) Work recognition: The salesmen are assigned targets for a particular period of time to 
achieve. On completion to time duration of the target the work is measured. The salesmen those 
who achieve the performance standard or targets are shortlisted. Their achievements or success 
are accepted and appreciated. They are awarded in terms of medal, trophy or certificates. The 
can be awarded best sales man of the year or half year or month. They might be given certain 
amount also with medal or certificated. This keeps the feeling of the sales men very high in 
their group. The leading companies in the market are using this method for sales promotion 
also for salesmen. 
 
(vi) Training of salesmen: The training is arranged for the salesmen. The training can be as 
basic, refreshing or technical training. The training provides knowledge regarding the products, 
their features, operating system and fault finding and repair etc. The training gives knowledge 
and skills to the trainees. The skills and knowledge give confidence and in return the 
confidence gives good performance and satisfaction at job. The salesmen are enabled to 
achieve the targets easily and it motivates the person. The job satisfaction becomes the major 
factor for motivation. It does not provide any monetary or physical gains directly but indirectly 
it contributes in achieving both types of gains. 
 
(vii) Promotion: The major method of motivation of salesmen is promotion. The conditions 
are fixed in career planning and development that if the salesmen continuously perform very 
good in three successive years then the case of the candidate would be considered for 
promotion. With the hope of next promotion the salesmen put their best efforts those who are 
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interested to develop their career. This keeps the salesmen on the right track and they are 
motivated. Everyone is interested for promotion in their career for better and bright career. This 
is used is most of the leading companies worldwide. 
 
(viii) Increments: Increment is also like promotion a method of motivation of employees. In 
increment method, the performance of employees is appraised and from appraisal review the 
good and bad performers are identified. One the basis of their performance they are permitted 
increments. The good performers are given higher and additional increments, average 
performers are given average increments and poor performers may not be given increments 
they may get wage cut also. This is one method of positive and negative motivation. D due to 
hope of good increments and wage cut the salesmen perform their tasks properly so that the 
objectives of sales can be fulfilled. 
 
The above mentioned methods are some of the methods used by the companies in the markets. 
This is not the exhaustive list of sales promotion methods of salesmen. There may be more then 
that also. It entirely depends upon the sales management to select one, two or more in 
combination. The methods are selected as per objectives, promotion strategy, nature of 
products, and profit policy and competition level in the markets. 
 
7. Sales Promotion Process 
 
The selling is a very typical activity. Many factors are involved to complete the sales. Till the 
payment is received from the party and sales are closed completely it cannot be as complete 
sales. The involvement of customers, salesmen and traders all there of different category and 
vary in their features, make the sales promotion process very complicated. To motivate these 
parties separately and in combination is an uphill tasks. The management have to consider 
many variables for taking any decision. It is to be implemented with other methods of 
promotion so the objectives of the sales can be achieved. If proper can is not taken then the 
sales promotion efforts may misfire. Keeping in view certain steps are to be taken very carfully. 
These steps are arranged in a logical order. These are to be followed in proper sequence and if 
not the process of sales promotion would be fruitless. The following steps are involved in sales 
promotion process: 
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(a) Analysis of Market 
In sales promotion process first the study of the market is to be carried. The markets in which 
we are interested start the sales promotion process. The knowledge of the market is very 
essential. The sales manager should have knowledge regarding location, size, type of market, 
level of competition, competitors profile, products of the competitors, market trends etc. This 
would make the position of sales manager very clear for taking sales promotion decision. It 
would work effectively and chances of misfire of methods of promotion would be minimized. 
The first step provides the base for further steps in sales promotion process. 
 
(b) Identification of Target Groups 
After analysis of the market the next step is to identify the target groups in the markets. If is not 
possible for the company to serve all types of markets and all locations. The markets are to be 
identified for promotion purpose. It entirely depends upon the company policy that what 
markets it want to serve. Further in markets the sales promotion is to be planned and 
implemented for target groups. The main target groups are customers, salesmen and traders in 
the market. The study of these parties is to be carried out and according plan of promotion these 
are to be selected very carefully. The sales promotion can be for one or more parties at a time. 
They are to be pin pointed for better planning and implementation so the required results can be 
achieved. 
 
(c) Set Sales Promotion Objectives 
The sales management is interested to increase the sales of the company through sales 
promotion. The objectives are to set before taking further steps. The objectives of the sales may 
vary party to  party and product to product. The objectives may be to motivate the traders, 
salesmen and customers. The objectives may be related to current products, obsolete products, 
slow moving, seasonal and defective products. It should be decided in advance what actually 
management is interested to achieve through sales promotion. This would give the clear 
guideline for further plan and action. 
 
(d) Fixing Sales Promotion Budget 
After deciding the target groups and objectives for sales promotion the next step would be 
fixing the budget. The budge is the statement of fund from when the fund would be taken and 
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where and how much would be spent. It is the summary of revenue and expenditure. To carry 
out the sales promotional activities there is need for fund. That amount is to be decided. The 
promotion budget figure can be decided by considering various factors such and competition 
parity, capacity of the company, percentage of sales, zero base and  in combination. These 
factors are very important for consideration. The budget figure would be in line with the 
requirement of the company and markets to achieve the targets. If the amount is less then some 
of the activities may not be fulfilled or achieved. If amount is in excess then the effectiveness 
of the promotion efforts may be less due to heavy promotional costs. 
 
(e)  Select Sales Promotion Mix 
After selection of market, target groups, objectives and budget the  next step is decision of sales 
promotion mix. Some of the promotion methods are suitable for customers and may not be 
suitable for salesmen and traders and vice versa. The features of each method are to be studies 
and utility of each one is to be identified. After the sales promotion methods are to be selected 
for different parties. These are to be selected and implemented in combination. At one point 
one method may be suitable and another may be suitable at different point of time for different 
party. The selection of methods is to be done very carefully. This is called selection of sales 
promotion methods. 
 
(f) Implementation 
The sales promotion methods as per the plan are to be implemented. The sales promotion 
methods should be made available for concerned parties. These are to be made available as per 
communication or advertisement. If not done so it may not supplement the other methods of 
promotion like personal selling and advertising. The timely arrangement should be made an in 
required number or quantity. The responsibility of implementation should be fixed on the 
shoulder of one responsible person then only effective implementation is possible. The action 
plan should be in time and strongly implemented. 
 
(g) Review and Measuring Effectiveness 
The sales promotion mix plan is implemented for the selected parties and in selected market for 
required products. It is to be implemented for a particular period of time and after that it is to be 
reviewed. The efforts should be there to find out whether it is doing the work as per the plan 
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not. The deviation in plan and implementation of plan is to be found out. On the basis of 
deviation identification only the remedial action can be taken so that it can be tunned as per 
planning to get desired results. The effectiveness of the sales promotion campaign is to be 
measure. The total sales before implementation of promotion campaign and immediately after 
completion of promotion campaign are to be measured correctly. This would show the effect of 
these efforts on the sales. If the sales have increased to a very good extent then it can be said 
the promotional efforts were very effective. If sales are increased very less or there is no 
substantial increment in the sale then it can be said the effectiveness of the efforts is not there at 
all. On the basis of this the further action can be adjusted. 
 
 
Diagram 3.3.1: Sales Promotion Process 
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 8. Sales Promotion Strategy 
The concept of strategy was not known in the past. It has been developed in the last few 
decades in the market. The main concept was known was policy. Policy means the guidelines 
to perform a particular activity so that uniformity in performance can be maintained.  The 
market situations changed a lot and now it is very turbulent, uncertain and risky. There is high 
degree of competition from local and international players in the markets. The situation is not 
favourable to perform the tasks easily. There is high degree of aggressiveness is required in 
action so that the need of the situation can be fulfilled. The word strategy was used first time in 
military services to direct and control them. The tasks were to be completed without fail and 
there was no other option other than do or die. A high degree of aggressiveness needed to 
accomplish the tasks in that situation at time. Due to competition now the similar situation has 
been felt in the market also. So now in business also the term strategy has been used.  The 
concept of strategy has been applied in different areas of management and sales promotion is 
also no exception. 
Strategy differs from policy and it means policy plus aggressiveness. The policy is to be 
implemented aggressively so that the tasks are completed without fail and in time very 
effectively. If not done so someone else would do before and better than you. You would be 
defected at your own game in that case. All efforts put for that purpose would be fruitless.  So it 
can be said the term strategy is very important in present time. It can be defined as a game plan 
to achieve the targets very effectively and efficiently. It is like a weapon in the hand of the 
company that protects it and defeats the competitor. It provides a competitive edge to the 
company over its arch rivals in the market. So the management cannot forget the importance of 
strategy in its different areas of operation such as production, marketing, human resource, 
finance, research and development, transportation etc. 
The sales manager may have three types of strategies for sales promotion purpose. It may 
include push, pull and combination strategies. A push strategy the company communicates to 
the traders regarding the products, their features and benefits so that that can convince the 
customers to buy those products. They are communicating though advertising and personal 
selling. The objective is to motivate the dealers, wholesalers and retailers so that products are 
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purchased by the customers. The products are pushed near to the customers and they are made 
to buy by providing different methods of sale promotion which have been explained earlier. 
This strategy is called push strategy because the information and products all are pushed near to 
the customers. 
 
 
 
 
 
 
 
 
 
 
 
 
Diagram 3.3.2: Push and Pull Strategy 
 
A pull strategy is self explanatory because it pulls the customers towards the products. The 
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advantages and benefits to the customers. The efforts are put to create interest among 
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or short supply of the products in the markets. Typical methods applied by the company in pull 
Technology push vs. Market pulls 
Technology push 
Need? 
 
Research & 
Development 
Production 
 
 Marketing 
 
Market pull (demand pull) 
                                                                                                                                           Expressed 
                                                                                                                                              Market 
                                                                                                                                               Need Research & 
Development 
Production 
 
Marketing 
 
72 
 
strategy can be samples, coupons, cash discount and rebates, premiums, rewards, contests, and 
point-of-purchase (POP) displays. These can be used in combination time to time. 
 Some of the companies are using these two above mentioned strategies and that is called 
combination strategy. Depending upon the situation, market, target groups and products this 
strategy can be applied. For example in automobiles industry the car dealers often provide a 
good example of a combination strategy. The leading car manufacturers and dealers are using 
this type strategy to attract more and more customers for buying the products. 
 
9. Organizing Consumer Contest 
 
This is one of the customer oriented promotion methods, It is targeting the customer. The 
objective is to motivate the person the purchase the products as per the plan of the company. 
Consumer contests are competitions wherein individuals are invited to compete on the basis of 
creative skills. These contests are generally open for a period of month and more. The aim is to 
create awareness among the sponsors. There are certain objectives for which consumer contests 
are more suitable. These objectives are 
(a) Stimulating interest in the consumers regarding a  brand 
(b) Increasing sales and usage of the products by customers. 
(c) Launching of the new product 
(d) Creating awareness regarding features, functions and benefits of products.. 
(e) Generating mailing list for database preparation and marketing 
(f) Providing incentives, increasing profitability and image of the company in public. 
 
The contests can be of two types. One on the basis of skills and another without any skills 
required to contests.  Where skills are not required then anyone can participate. When skills are 
required only the consumers possessing the skills can participate. For example, contest for 
stitching, knitting, drawing, painting, dancing etc. Without skills the participants can not 
participate in the contents. Regarding the contest programme is to be finalised in advance. It 
should be communicated to the target consumers so that they can prepare and participate in 
time properly. The date for application is to be fixed. The entries are to be accepted up to that 
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date only. The advertisement relating to that should be placed in leading newspapers, TV 
channels etc. Without proper communication it is not possible to attract more number of 
participants. The objectives of the contest might be defeated. 
The decision regarding prizes should be taken in time and communicated. It would create clear 
awareness regarding the prizes. In prizes only the branded products are to be selected. That 
would motivate the contestants more. The rules regarding participation should be prepared in 
advance and informed to the participants. If not they would have a number of doubts and 
objectives of conducting contest may not be fulfilled. The list of judges is to be prepared and 
communicated to all concerned. At the scheduled time the contest is to be conducted. It should 
be conducted very fairly without any favour or fear. Relating to the contest if any dispute is 
there then the area of jurisdiction is to be decided in advance. All legal implications are to be 
avoided. The prizes declared during the contests are to be given at the specified time. The 
articles given in prizes should have good quality. 
 
10. Reasons for Growth and Future of Sales Promotion 
 
Sales promotion has grown substantially with increasing competition level especially after 
liberalization of economies world wide. To neutralise the effect of competition the companies 
have adopted different promotion methods for different parties. The interest is to motivate them 
so that they contribute their best services in achieving the sales objectives. There are different 
reasons for growth of sales promotion methods in the market and these are explained below: 
 
(a) Customers are all well educated and understand the importance of their money value. They 
are not going to spend without getting good benefits from the products directly or indirectly. 
They understand if not one then second competitor is going to offer benefits through sales 
promotion methods. The customers have become habitual in taking purchase decision with 
extra benefits from promotional methods.  
(b) The companies are interested to achieve their sales objectives. They want to increase their 
sales in long and short term. For supporting the long term objectives the short term objectives 
are also developed. The objectives can be fulfilled when the promotional methods are working 
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in proper combination. The sales promotion methods boost the sales immediately. That is why 
the sales promotion methods also have been used in present time. 
(c) Due to development of informational technology the management is in position to get the 
feedback from the parties on sales promotion results rapidly. The managers get immediate 
results and further situation can be reviewed if not working well. If it gives result then a 
particular methods might be continued. The communication of methods and impact are known 
very fast to the concerned parties. The objectives of promotion are fulfilled. 
(d) The sales promotion methods are used by the companies to differentiate their products from 
products of other competitors. The customers can differentiate the brands where they get the 
benefits and where they do not get. They take the decision to buy where they get extra benefits. 
The sales promotion methods are used by the companies to maintain uniqueness in the sales 
approach through sales promotion methods. 
(e) The purchasing and storage capacity of the traders also increased with the time. With their 
increasing power they started demanding sales promotion benefits so that they can sell the 
products of the manufacturers. The traders are only interested to provide space and sell the 
products of the company that provide them extra benefits. They do not hesitate to refuse the 
manufacturers on one or the other pretext. The business is lost. To keep them with the company 
the incentives are given. 
(f) In past the power was in hand of manufacturer and the market was seller market. Nowadays 
the market is buyer market and demands of the buyers are to be fulfilled. If not the sales 
business will not be done in a better way.  The power of different parties in the market involved 
in sales cannot be ignored. The company has to think about offering incentives to them. 
(g) The sales are of the company are having certain expectation from their jobs. If the company 
wants better sales from them then they also expect more benefits. If the company is not 
providing then the salesmen do not mind in changing the job. Nowadays the loyalty of 
employees is not there. They are loyal to company providing them good salary and extra 
benefits.  
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The growth of sales promotion has taken place in the present time and future of these would be 
bright with increasing level of competition, demand of customers, expectations of traders and 
salesmen. On reason cannot be made responsible for grown of sales promotion methods. There 
a000re many reasons and some of them are mentioned above. The management of the 
companies are to review these methods time to time so that they stay tuned in requirement of 
the parties involved in sales so that the objectives of sales promotion are achieved effectively 
and efficiently. 
 
11. Problems Faced in Sales Promotion Management 
 
The sales promotion management is a very complicated process. The sales management for 
promotion purpose take number of steps very carefully. The major tasks performed by sale 
promotion management are analysis of market selection of target groups for promotion, 
selection of promotion mix, deciding the budget for promotion, implementation and review of 
promotion schemes and efforts to know the effectiveness of all efforts put for this purpose. 
There is involvement of other parties also like customers, advertisers, traders and salesmen of 
the company. The coordinated efforts are needed from all the parties. That is an uphill task to 
get desired level of performance from all of them. The following problems are faced in sales 
promotion management; 
 
(a) The Wrong Analysis of the Markets    
It  is very difficult because every market is a complex one and it is difficult to understand the 
emerging issues in the market. The thorough knowledge is required regarding customers, 
demands, business environment, competition level, availability of competitors and features of 
products of competitors. The mistakes are likely to take place. 
 
(b) Improper Selection of Target Groups 
The problem faced in sales promotion. The promotion schemes for increasing sales are to be 
targeted on the parties. Before putting these efforts the major difficulty is selection of target 
group. Managers having through knowledge of concerned parties only can handle this situation 
properly. If the target groups selected are wrong then all efforts for sales promotion would 
misfire and unnecessary costs would be added. 
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(c) Wrong Selection of Promotion Methods 
The sales promotion tools should be selected as per the target groups. The features, expectation 
and market situation prevailing are to be considered for selection of the sales promotion 
methods. Many times the common sales promotion methods  are used for different parties and 
that does not give effective result. The all efforts go in vain. The experienced person may 
handle this situation in a better way. 
(d) Lack of Support from Other Promotion Methods 
The sales promotion methods alone can not bring the expected results in sales. It is to be 
supplemented by other methods of promotion like personal selling and advertising. The 
methods implemented must be known to the customers through advertising, personal selling, 
fairs and exhibition, and show rooms display. If not done so the result is definitely going to be 
very poor. 
(e) Improper Supply of Sales Promotion Tools 
The information are given to the target parties through advertisement, personal selling and POP 
display but these benefits are not supplied to the traders and salesmen for motivation of 
customers. The customers start demanding because they got the information but the items of 
sales promotion are not made available at the point of purchase. If supplied then the quantity 
may not be sufficient to meet the requirements of increasing customers. The items may not be 
supplied in time or in required quantity. It affects the result adversely. 
 
(f) Misappropriation of Promotional Goods 
The items supplied by the company to the trades and salesmen are misappropriated. The goods 
are not reaching to the customers. In this case there would be no effect on sales of the products. 
The misappropriation of items take place due to improper communication, information not 
printed on the package, illiteracy of customers, excuses of not supplied by the company made 
by traders and salesmen, goods sold out by the traders etc. The all efforts go in vain and result 
is not as per the plan. 
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(g) Location of Customers 
The location of customers also becomes a problem in sales promotion management. The 
information and benefits are not reaching to the customers. They are residing in a remote areas 
where the media and transportation facilities are not available. The vast areas in many markets 
are uncovered. The effectiveness in sales promotion management achieved is very low. 
 
(h) Insufficient Sales Promotion Budget 
The sales department of the company is interested to increase the sales of the company but the 
fund available with the company is not sufficient in the beginning or in between. The works is 
disturbed from starting or during promotional campaign. It should be ensured due to lack of 
fund the purpose of sales promotion should not be defeated. 
The above mentioned reasons are responsible for poor results from sales promotion efforts. 
These problems can be faced individually or collectively. The manager should take care of 
these problems in the beginning and efforts should be there so the adverse effects on sales can 
be avoided. Timely actions are taken on these problems the result definitely will be better. 
 
12. Advertising and Sales promotion 
 
For promotion purpose and he combination of promotional method is called promotion mix. 
The promotional mix is defined as the basic tools or elements that are used to accomplish an 
organization’s objectives. A business' total marketing communications programme is called the 
"promotional mix" and consists of a blend of advertising, personal selling, sales promotion and 
public relations tools.  Adverting and sales promotions are parts of the promotion mix. The 
purpose of using these two methods of promotion is same to increase sales and profits but the 
major differences are: 
 
(a) Advertising is a one method of presenting message to persuade an audience to purchase or 
take some action upon products, ideals, or services. Any paid form of non-personal presentation 
of ideas about products or services in the media by and identified sponsor.  The advertisement 
is given by using the brand name of the products or services and their benefits to users are 
highlighted. The media used for communication includes television radio, newspapers, 
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magazines, billboard posters, periodicals, cinema etc. Advertising is intended to inform and 
persuade.. The message given in an advertisement is non personal. It is not related to any 
individual but it is related to the company, products or services. Advertising can be used for 
commercial and non commercial purposes depending upon the planning of the sponsors. It can 
be placed by the company or advertising agency on behalf of the company. 
 
(b) Sales promotion is one of the promotional mixes other than advertising, publicity/public 
relations and personal selling. The efforts are put to increase the sales by motivating everyone 
whoever in involved in the sales of the products. The major parties involved in the sales are 
salesmen, dealers and customers. The sales promotion efforts are targeting them to stimulate 
them to buy through different incentives or benefits. Marketing efforts through which the 
targeted parties are stimulated to buy the products for extra value or incentive. These efforts 
can be targeted to salesmen, customers and dealers to increase sales in short term. The sales 
promotion activities can be divided as customer oriented, trader oriented and sales force 
oriented.  
 
(c) Advertising objective is long term and it performs the functions of creating awareness, 
reminding repeatedly, persuading to buy and retaining the existing customers.  Its objective is 
to develop brand image of products and services. Sales promotion objective is short term and 
performs the functions of providing extra benefits and stimulating the customers to buy the 
products. Its main goal is to increase the sales immediately. 
 
(d) In advertisement the information are given on different media for attracting customers or 
potential customers to stores. The advertising is used as an external vehicle to drive customers 
to the point of purchase.  The show rooms are using television, radio, and print media for 
advertising and to build an image for a brand, and to attract potential customers and clients.  
Sales Promotion provides incentives or benefits to the customers through sales promotion 
method an drives them Inside of stores for purchase Sale promotion is used to increase sales 
inside of stores and businesses. Sales promotions are mainly used as a tactic inside of a store or 
place of business to promote and heighten interest in products or services.  
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(e) Advertising uses external media to create awareness of products and services and to build a 
preference for a company or brand. Companies use television, radio, newspaper, magazine, 
direct mail and online websites as media to place their advertising.   Sales promotions often 
focus on internal media vehicles that are often used in the stores. These may include POP 
display, premium, gifts, discount, contests etc. 
 
(f)  Repeated advertising makes the customers to thing and create interest. It persuades the 
customers for purchase and develop brand image. When repeated adverting are placed the 
customers have the perception about product of higher quality. Heavy Sales Promotion efforts 
of the company no doubt increase the sales but product being perceived as having lower quality 
and cheaper brand image. 
 
(g) The objectives, media, functions, and effects are different of advertising and sales 
promotion. These two are no doubt used for increasing the sales and profits of the company. 
But the best business practices often include the use of advertising and sales promotions 
together. Advertising provides the information and create awareness and sales promotion 
supports the message given in advertising. When the customers enter the stores then they are 
reminded. Both works in close coordination then only the result will be effective. Both 
separately cannot meet the requirement of promotion of products, services and business. 
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Chapter 4: Industry analysis: FMCG Sector In India 
4.1: Introduction of Economy 
1. Introduction 
There are vast differences between the economies of isolated, small, self-sufficient societies 
and large-scale ones that are integrated into the modern system of global commerce.  These 
differences are not only in terms of the scale of the economies.  Their systems of production, 
distribution, and exchange as well as concepts of property ownership are often radically 
different. Regardless of the type of subsistence base, all societies need to have mechanisms 
of distribution and exchange.  All of the large-scale societies of the world today have market 
economies.  These are very impersonal but highly efficient systems of production, 
distribution, and exchange that are principally characterized by: The use of money as a 
means of exchange, having the ability to accumulate vast amounts of capital and having 
complex economic intractions that are ultimately international in scale. 
This kind of complex market exchange system does not usually exist in small, isolated 
economies. General purpose money is a portable, arbitrarily valued medium of exchange.  
All market economies today use this form of money.  It can have a variety of physical 
forms--e.g., coins, paper money, or bank checks.  It can also be simply a digital transmission 
from one computer to another that occurs with the use of credit cards or the electronic 
transfer of funds.  The key point about general purpose money is that anything that is for 
sale can be bought with it--everyone accepts it.  General purpose money is also referred to 
as "standardized currency."   
When general purpose money is introduced into an economy that previously only had 
special purpose money, the effect most often is dramatic for the social order.  Among East 
African cattle herding cultures, it is now possible for a young man to get a job outside of his 
local community and to earn general purpose money.  In these pastoralist societies in the 
past, young men had little hope of obtaining wealth before they were in their early middle 
age.  They usually had to delay marriage for years because of the inability to accumulate a 
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sufficient number of cattle to pay a bride price.  Typically, a man in his late 20's or early 
30's had to obtain a loan of cattle from elder men in his family for this purpose.  
It is clear that the introduction of general purpose money has had a powerful effect on 
previously isolated small-scale societies.  It facilitates trade and gives individuals the ability 
to accumulate wealth.  Paradoxically, however, as the use of general purpose money draws a 
society into the global economic system, it does not result in economic independence for the 
society as a whole.  In fact, it usually results in less self-sufficiency. 
2.  Definitions of Economy 
(a) The management of domestic affairs; the regulation and government of household 
matters; especially as they concern expense or disbursement; as, a careful economy. 
(b) Orderly arrangement and management of the internal affairs of a state or of any 
establishment kept up by production and consumption; esp., such management as 
directly concerns wealth; as, political economy. 
(c) The system of rules and regulations by which anything is managed; orderly system of 
regulating the distribution and uses of parts, conceived as the result of wise and 
economical adaptation in the author, whether human or divine; as, the animal or 
vegetable economy; the economy of a poem; the Jewish economy. 
(d) Thrifty and frugal housekeeping; management without loss or waste; frugality in 
expenditure; prudence and disposition to save; as, a housekeeper accustomed to 
economy but not to parsimony. 
3. World Economies 
(a) Introduction 
The world economy generally refers to the economy of all of the world's countries. It can be 
evaluated in various kinds of ways. For instance, depending on the model used, the 
valuation that is arrived at can be represented in a certain currency, such as 2006 US dollars. 
There are different types of economies in the world. The main types of economies are 
capitalist, socialist and mixed economy. In capitalists economy the individual are having the 
right to hold the property in their own name. They can use the properly and generate more 
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out of it. It gives motivation to the people to work more and earn more. This leads to faster 
development. This type of economy is found in USA, UK, England, France etc. Second type 
of economy is socialist economy. The property is in the name of the state. The individual are 
not the owner only they work and earn. The individuals work and earn and they do not work 
more. This type of economy does not motivate the individuals to work more and 
simultaneously stops exploitation of people. The third type of economy is fixed economy. In 
this the public and private sectors both exists in the economy. The infrastructure and other 
important areas are under the control of governments and remaining areas are given to 
private sector also. The advantage of this type of economy is that it takes benefits of 
capitalists and socialists economy. This type of economy is available in India. It is started 
becoming popular across the world. 
 
(b) Overview of Economies 
The economies across the world started developing. Up to mid of 2008 the most of the 
leading economies shown good GDP rate. After this the growth rate was affected due to 
economic recession for two years. Externally, the nation-state, as a bedrock economic-
political institution, is steadily losing control over international flows of people, goods, 
funds, and technology. Central governments are losing decision making powers and 
enhancing their international collective power thanks to strong economic bodies of which 
they democratically chose to become part, notably the EU. The introduction of the euro as 
the common currency of much of Western Europe in January 1999, while paving the way 
for an integrated economic powerhouse, poses economic risks because of varying levels of 
income and cultural and political differences among the participating nations.Internally, the 
central government often finds its control over resources slipping as separatist regional 
movements - typically based on ethnicity - gain momentum, e.g., in many of the successor 
states of the former Soviet Union, in the former Yugoslavia, in India, in Iraq, and in 
Indonesia. 
The global economy has been hit by a rapid one-two punch that may be setting the stage for 
stagflation to make a come-back. It started with the sub-prime crisis in the US, caused by 
loans to risky or 'sub-prime' mortgagees who did not have strong credit histories. While 
house prices were rising there wasn't a problem. But as house prices slowed and then 
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crashed to earth, default rates started to rise. Due to lack of proper recovery of housing loans 
the banks and financial institution faced cash crunch. It became very difficult to continue in 
business because they faced bankruptcy. The governmental regulatory authority intervened 
for smooth working. The prices of properly collapsed across the world and the food prices 
shot up. The situation was very critical in 2008 and 2009. The economies across the world 
slowed down. Slowly due to repeated efforts of regulatory authority the economies across 
the world started improving gradually. Almost all economies were affected. The flue of 
recession started from USA it reached to European, American, Asian and African countries.  
In 2010, it is reported that the economies are reviving but gradually. Mainly Indian and 
Chinese economies have improved better than other economies. The future is uncertain and 
let us hopes it would improve properly. 
(c) Economies of Different Countries  
In every contry there a particular type of economy. The economies differe contriy to country 
and their features are different. Some of the leading economies of countries are explained 
below: 
(i) USA: The United States remains weak economically, but outside our borders, prosperity 
has returned. Economist Ed Yardeni calls this phenomenon "the Greatest Global Boom of 
All Time," a theme he and other world-wide bulls have embraced as emerging economies 
emerge further. The next year should prove pivotal to that investment thesis, as the rising 
economic tide that's lifted most boats abroad starts to break up and offer choppier seas. 
Many factors will make waves, including the pace of a U.S. recovery, the strength or 
weakness of the dollar, political stability in emerging markets and the trajectory of energy 
and commodity prices. It's a complicated picture that changes with alarming speed, as was 
the case with sudden recent crises in Greece and Dubai. Here are a few national economies 
to keep an eye on in 2010 as the gears turn smoothly in some places and grind hard in 
others. 
(ii) China: Apart from the United States, this is the country to watch in 2010. China is the 
leader of the BRIC bloc of formidable emerging economies, which include Brazil, Russia 
and India. China is our economic frenemy, a trading partner and rival, the holder of $800 
billion of our debt. It's also in the midst of another rapid growth spurt fueled by government 
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stimulus spending, rising consumer spending and heavy use of commodities. It's a classic 
financial bubble, and it will pop. The questions investors raise are: When, how hard and 
how on top of the market economy is the Chinese Communist Party? Chinese demand 
drives up commodity prices, and a chaotic economic collapse could really stir up some dust. 
(iii) Brazil: The wags used to say that "Brazil is the country of the future, and always will 
be." The future's here. Brazil is a leading commodity exporter and a pretty sizable consumer, 
as well. Its economy is diversifying, as its banking sector and domestic consumption grow 
and mature, but they are both potential weak links. Robust trade in commodities is helped 
by a weak dollar, and signs that our currency is on the upswing may affect Brazil's full-tilt 
growth rate. 
(iv) Russia: Russia is a classic party crasher: rich, but a bit unstable and prone to gaffes in 
polite society. Its vast wealth of natural resources, from oil and gas to the timber of the 
taiga, make it a major player on the world stage. American investors have flocked there 
along with European money in hopes of getting some profitable order established, but its 
deeply entrenched culture of crime and corruption close to its political elites makes this 
unlikely in the near term. As a resource economy, Russia is subject to the same vicissitudes 
as Brazil, but its shaky legal and regulatory framework makes the nation a riskier bet. 
(v) India: India isn't quite a continent, but it's nearly one, and so it goes with its economy. It 
isn't quite self-contained, but it's such a massive entity — with so much of its energy 
directed toward internal growth and a gradual leveling of tremendous inequalities — that it's 
not quite as vulnerable as the other BRICs. Much of its industrial output is for domestic 
consumption, though that is changing slowly. As the hangover from its nationalized 
economic heritage is shaken off, India should see significant export growth. It's already 
gotten a big share of outsourcing jobs in the information technology sector, and as long as 
Indian labor remains cheap and English-speaking, that should provide some consistent 
profit. 
(vi) The United Kingdom: Our sixth-largest largest trading partner has had a pretty rough 
year, in no small part because we've made many of the same mistakes. Housing bubbles, 
banking busts and an urgent need for government money and oversight to arrest its 
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economic slide have all made British headlines in 2009. Digging out from under will take 
time, and may prompt a change in political leadership when the U.K. holds its general 
election in June. 
(vii) South Africa: The world's eyes will focus intently on Africa's most prosperous, but 
still problematic economy, as fans cheer on the World Cup competitors in matches across 
South Africa, culminating with the final in a Cape Town stadium completed earlier this 
month. South Africa's economy was built on gold, and while it has diversified significantly 
— look for cheap, high-quality wines from the Western Cape at your local liquor store — 
it's still a struggling country with many challenges. Hosting a global soccer tournament isn't 
the country’s only goal in 2010, but it should help boost South Africa's level of play. 
(viii) Germany: The strongest economy in Europe has assumed even greater importance as 
its partners in the 16-member eurozone region appear weaker. Earlier this month, the 
research institute Ifo reported German business confidence rose to its highest level in 15 
months. That's good, because it's going to have to run with the recovery ball for a while. The 
French national statistics office Insee reported weakening sentiment, and the well-publicized 
problems of Greece and Ireland point to an uneven outlook and economic prospects that 
could widen fissures in the currency union. 
(ix) Japan: The world's second-largest economy, and our fourth-biggest trading partner, 
keeps looking like it's strong enough to get out of its decade-long sickbed, but then it 
relapses anew. The days of Japan Inc. functioning as a well oiled corporate machine are 
pretty much done, but 2010 could be a better year for the country, albeit one in which more 
modest expectations are in order. 
(x) Canada: Our northern neighbor is riding its natural resources to a robust 2009 finish, 
despite some volatile fluctuations in the global commodities market. During this period of 
unexpected role reversal with our biggest trading partner (something we often overlook 
down south), the Canadian dollar has strengthened and that's got some market watchers 
worried that the country is being set up for a bit of a bubble pop itself. 
(xi) United Arab Emirates: The recent debt crisis in Dubai threw this vital part of the 
world into sharp focus early this month. This federation of Gulf States is an anchor of 
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relative stability in the Middle East, serving as a financial center, a hub for energy-related 
activity and of course, a sinkhole of expensively financed real estate overbuilding. As it 
sorts out its financial housekeeping, investors can draw a lesson from the crisis — the 
appearance of prosperity doesn't mean there's substance behind it. 
4. Indian Economy 
In past India was called a golden sparrow in B. Cs time. It was well developed and 
education in ancient India was favous. The foreign rulers were interested to rule or loot 
India. They attacked India repeatedly and looted India. The Indian rulers mainly princely 
states could not fight against foreign rulers as they were not united. They fought only for 
their own kingdom and not for whole India. The invaders looted Indian and the position of 
Indian economy was spoiled by them. The last ruler in India was Britishers. India got 
independence in 1947, .at that time the condition of Indian economy was very pathetic. The 
development of Indian economy started mainly after independence. The government of 
India adopted the mixed economy system where the public and private sectors co-existing to 
meet the interest of the country in a better way.  The Indian economy is diverse and 
embraces a huge area including, agriculture, mining, textile industry, manufacturing and a 
vast array of other services. There is an enormous shift from what the economy used to be in 
the distant past. Indian economy is the third largest in the world, as measured by 
"purchasing power parity"(PPP).  
(a) Pre-Colonial History 
Pre-colonial implies to the period before the advent of the British. In this context, Indus 
Valley Civilization is considered to be the first of the permanent settlements in the urban 
areas. They usually practiced varieties of trades, which included agriculture, domestication 
of animals, making sharp weapons from copper, bronze and tin and inter-city trading. Barter 
system was commonly in use in these times although many kings issued coins and revenues 
were also paid to the rulers. Calicos, muslin, shawls, pepper, opium, cinnamon and indigo 
were exported to Europe, the Middle East and South East Asia in exchange of gold and 
silver. India was predominantly agrarian in economy with some dependence on obsolete 
technology until the British took over. The rise of the Maratha Empire after the fall of the 
Mughals marked the decline of political stability affecting Indian economy. 
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(b) Colonial History 
Colonial rule brought along with it enormous change in the economic structure of the 
country. The whole process of taxation was revised, with adverse effect on the farmers, a 
single currency system with fixed exchange rates, `standardized` weights and measures, free 
trade was encouraged and a kind of capitalist structure in the economy introduced. In the 
west there was already industrial revolution gearing up which also had its silhouette over 
India as well. Basically the raw materials and man power was exported back to their home 
country and this caused a setback among the millions of teeming Indian population for 
whom the policies were not much favorable. The finished goods were then brought back to 
India and sold at high rates among the well to-do people. Other developments in transport 
and communication like introduction of railways, telegraph and so on was made which in a 
way affected the economy.  
(c) Post Independence History 
There was a basic stress on a few things like protectionism, import substitution, 
industrialization, a large public sector, and business regulation, state intervention in labor 
and financial markets and central planning. The economy of the country shifted from 
predominantly agricultural, forestry, fishing and textile manufacturing in 1947 to major 
heavy industry, telecommunications and transformation industries by late 1970s. In the 
1950s the Indian government undertook a chain of plans for the economic development. 
These plans functioned profitably for a while but then again in the long run they showed 
lese development. Since 1950s trade deficit problems arose leading up to a problematic 
situation in the 1960s like inflation.  
 
(d) Contemporary Economy 
Reforms in the economy were being made, which included the pro-business measures of 
1980, initiated by Rajiv Gandhi, relieved restrictions on `capacity expansion for 
incumbents`, removal of price controls and reduced corporate taxes. 1991 marked the 
economic liberalisation initiated by the then Indian Prime Minister P. V. Narasimha Rao and 
his finance minister Manmohan Singh which was in response to a balance-in-payments 
crisis. Other changes like the abolition of the License Raj, public monopolies, allowance of 
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automatic approval of foreign direct investments in many sectors. 1990 onwards we see the 
emergence of India as one of the wealthiest economies of the world with a constant growth 
of economy with only very few major knock backs. More private sector initiatives were 
taken up during during 1980s and 1990s. 
 
At present India has a modern stock exchange instead of an outdated one. There has been a 
rise in the IT sector lately, the settin ups of the Indian Institutes actually led to the influx of 
highly qualified manpower resources harnessing the economy of the country. There seems 
to be no sign of balance of payments crisis in India from a superficial level. Having a 
reserve of $130 billion, there is huge optimism in India. Finally it has got some ground in 
the world economy and the growth is on the move. State planning and the mixed economy: 
Indian economy works on the basis of 5 year Plans which enables an effective and equal 
distribution of national resources for a balanced economic development. 
Mixed economy is a merger of the socialist and capitalist economy. India’s mixed economy 
has switched roles embracing capitalist economy to greater extent over the past decade. In 
India the public sector covers the railways and postal services. Nationalisation of banks have 
also taken place, recently phases of privatisation are on the run. Public expenditure: Public 
expenditure in India basically constitutes capital and revenue expenditure. These are 
included in central plan expenditure, central assistance and non-development expenditure. 
Central plan expenditure is for the allocation of resources in development schemes given in 
plans of the central government and public sector undertakings. Central assistance is the aids 
provided for plans of state governments and union territories.  
Tax system has undergone serious changes or reforms over the years. The Union govrnment 
levies income tax, sales tax, custom and excise duties, the State government levies sales tax 
on intra-state sale of goods, entertainment, alcohol, transfer of property etc., and local 
government extract taxes from property, public utility services, etc. therefore more than a 
quarter of the union government’s tax revenues is commonly used with the state 
governments. Central government receives non-tax revenues from fiscal services, public 
sector dividends etc, whereas state government’s non-tax revenues come from grants, 
interest receipts, and other economic and social services. General budget: The general 
budget of India is presented by the Finance Minister in the Parliament which is passed by 
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the Lok Sabha. It comes to effect on April 1, and the budget is presented on the last working 
day of February. An economic survey is conducted after the budget which involves various 
NGOs, business people, and women organisation and so on. 
(e) Rupee 
Indian currency ‘rupee’ is derived from Sanskrit meaning silver and was first introduced by 
Sher Shah Suri during his reign from 1540-1545 AD as history puts it. Since the British 
period this coin has been used as a standardised currency for economic purposes. These 
days Rupee currency comes in for use. Rupee is the only payment of debt accepted in India. 
The value of ruppe is chaning according to demand and supply in the global markets. Other 
natural resources in India include mineral resources. Coal ironore, mica, manganese, 
bauxite, natural gas, chromite, petroleum, diamonds, limestone and thorium (world’s largest 
along Kerala’s shore) are the major availabilities of minerals here. Of which India has the 
4th largest reserve of coal in the world. Financial institution: The Reserve Bank of India, 
Bombay Stock Exchange and the National Stock Exchange is located in Mumbai which is 
the commercial capital of India. To offer tax benefits and better infrastructure for settting up 
business, Special Economic Zones and software parks has been set up by India. India’s 
rmonitory regulator, authority and supervisor of the financial organisation is the Reserve 
Bank of India, which is the country’s central bank. The RBI issues currency and is also the 
manager of exchange control. The BSE Sensex is a ‘value-weighted’ index formed of 30 
companies, which are representative of various sectors on the Exchange. The BSE is 
referred to as the ‘barometer’ of the Indian stock markets. The National Stock Exchange is 
the world`s third largest stock exchange in terms of transactions, and the mammoth and 
most advanced stock markets in India.The stock markets and other security markets of India 
are regulated by The Securities and Exchange Board of India. 
 
(f)  Sectors of Indian Economy 
The majore seector of Indian economy are following: 
 
(i) Agriculture: India was predominantly an agricultural economy until in the past years it 
somewhat transformed according to world economies. India occupies the second positon in 
the world in terms of farm output. 18.6% of the GDP in 2005 was contributed by agriculture 
and related sectors like fishing, forestry and logging and provided employment for 60% of 
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the total workforce. Since 1950, per unit are of production has increased due to the five year 
plans and improvements in irrigation, modern agricultural practices, technological 
advancements, subsidies and agricultural loans since the ‘green revolution’. IT has been 
supported by agriculture allied activities like piggery, forestry, dairy, poultry and 
horticulture.  
(ii) Industry: With time there has been enormous reforms made in the industrial sector. 
There has been privatisation of certain public sector industries which led to the expansion in 
the production of consumer goods. The industrial sector involves the transport, provision of 
a service, such as in pest control or entertainment, distribution and sale of goods from 
producer to a consumer as may happen in wholesalingand retailing etc. India ranks 14th in 
the world in factory output, acounting for 27.6% of the GDP and employing 17% of the total 
working force. 
(iii) Services: The service industry in India provides employment to 23% of the workforce. 
It has a massive share in the GDP, amounting to 53.8% in 2005 up from 15% in 1950. India 
takes the 15th position in services output. Information technology, business process 
outsourcing etc fall among the briskly growing sectors adding up to one third of the total 
output of services in the year 2000. The service sector in India is provided with a very good 
infrastructure and reduced communication cost, making it pretty powerful in this sector. 
(iv) Banking and finance: The banking system in India is broadly organised and 
unorganised. Among the organised sector it incorporates public, private, foreign owned 
banks, and the unorganised sectors comprise of individual/family owned bankers or money 
lenders, and also non-banking financial companies (NBFCs). There has been an increase in 
the number of bank branches, including rural areas. Reserve Bank of India is the agency for 
al policy matters, and is very important in terms of strengthening Indian economy. 
Liberalisation gave way for reforms in the banking system. These reforms were made in the 
nationalised banks as well as in the insurance sectors, private and foreign concerns.Major 
public sector banks in India are Allahabad Bank, State Bank of India, Andhra bank, and 
Bank of India etc. Private sector banks include UTI bank, Bank of Punjab, and HDFC bank 
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etc. Standard Chartered Bank, ABN AMRO bank and such others are the multinationals in 
India. 
(g) Recent Trends in Indian Economy 
The following trends have taken place: 
 
(i) GDP growth for 2008-09 was estimated at 6.7% as compared to the growth of 
9.0%posted in the previous year. All the three segments of the GDP namely 
agriculture,forestry and fishing, industry and services sector were seen to post growth of 
1.6%, 3.8% and 9.6% respectively in 2008-09 against the growth of 4.9%, 8% and 10.8% 
respectively in 2007-08.  
 
(ii) Going by the IIP numbers we see industrial growth showing weakness from October 
2008 onwards on account of high demand uncertainties in the markets – both international 
and domestic as a result of the global economic crisis. 
 
(iii) Data further shows that due to shrinkage in demand in the markets, it is not 
onlymanufacturing industry but also the services sector that is getting hit. The government 
came up with a set of stimulus measures on three occasions to aid the ailing industry 
compromising on the deficits.  These measures have however have led to widening of fiscal 
deficits. 
 
(iv) An improvement in the production of six core infrastructure industries was witnessed in 
May 2009 coming mainly from cement, power and coal. 
 
(v) Data as on July 8th 2009 shows 21 metrological subdivisions receiving normal –to- 
excess rainfall and 15 having deficient or scanty rainfall. This was better than the report of 
June 24th 2009 when 28 subdivisions were said to have received scanty rains.   
 
(vi) The country has 50 MT combined stock of rice and wheat, which is almost double 
thebuffer stocking norm of 26.9 MT to cope with any shortfall in food grain production. 
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(vii) The WPI based inflation has softened to below zero level. However, prices of items 
ofmass consumption (food articles) show not signs of softening and have risen substantially 
due to supply side constraints. 
 
(viii) Money supply expanded by 2.6% in April 2009 calculated over March 2009, 
compared   to the increase of 0.6% recorded in the same month of previous year. Growth in 
bank credit to the government sector swelled compared to the previous year however, 
borrowings to the commercial sector slid.  In April 2009 aggregate deposits were seen to 
increase by 2.4% as compared to 0.1% recorded in the previous year. Investments in 
government and approved securities stepped up by 6% in the month of April 2009 from 4% 
recorded in the previous year.  
 
(ix) Stock markets are still in the readjustment mode after the budget announcements and 
fears over the rising deficits due to increased borrowings to aid the industry and to support 
schemes in the social sector. 
 
(x) Lower corporate earnings and series of packages announced to support the injured 
industry has moderated growth in tax collections. 
 
(xi) The shrinkage in the international markets have hit country’s total external trade. 
Country’s merchandise exports and imports have fallen compared to the numbers achieved 
in the previous year without any indications of quick recovery. The issues related to 
fluctuations in the foreign exchange INR / USD by 3-4% are beyond the scope of hedging, 
compounding the problems of the already marred traders.   
 
(xii) Performance of inward investments has been fairly well. Foreign direct investment 
flows were observed to increase every month and in April of 2009 it totaled USD 2.3 
billion. 
(h) Economic Survey Report 
Painting a picture of a resilient economy, the pre-Budget Economic Survey 2008-09, tabled 
in Parliament by Finance Minister Pranab Mukherjee, said India could grow up to 7.75 per 
cent in 2009-10, up from 6.7 per cent in 2008-09, provided the global economy, particularly 
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the United States, bottomed out by September and the government was able to push the 
button on significant economic policy reforms. The economy, according to the survey, can 
count among its strengths the large services sector which has historically been less affected 
by cyclical downturns thanmanufacturing, a strong farm sector, robust savings rate, 
ambitious infrastructure development programme and upbeat foreign investors. In keeping 
with the resurgent mood, the survey listed an ambitious reform agenda for the government, a 
clear signal that it was no longer weighed down by the Communist parties. Surcharges, 
cesses and new taxes like commodity transaction tax, securities transaction tax, fringe 
benefit tax and dividend distribution tax had reversed the move towards a simpler tax 
system, it said. The first three of these taxes were introduced by Mukherjee’s predecessor, P 
Chidambaram (2004-08). High government-administered interest rates on small savings, it 
added, had kept lending rates from coming down. Reflecting the new-found boldness of the 
Manmohan Singh government, the survey made some radical suggestions like restricting the 
cooking gas subsidy to six or eight cylinders for a family every year, auction of freely 
tradable 3G spectrum for next- generation mobile telephone services, raising foreign 
investment in defence to 49 per cent, opening up multi-brand retail, restricting price control 
to drugs with just five or six players, relaxing the contract labour laws and permitting 
retrenchment of workers by companies without prior permission. 
It conceded that the return to the path of fiscal correction could occur next year with a fiscal 
deficit target of three per cent of GDP by 2010-11, mobilisation of at least Rs 25,000 crore 
through disinvestment, de-control of petrol and diesel prices as well as sugar and fertiliser 
industries, opening coal mining for the private sector and reform of pension, insurance and 
retail sectors. “To balance the interests of farmers and consumers, the survey suggested that 
there should be a domestic price band for agricultural commodities within which imports 
and exports are freely allowed. If the international price threatens to exceed the brand, 
export restrictions and lower import duties would kick in and vice-versa. To rein in the fuel 
subsidy, it suggested temporarily taxing upstream crude oil producers.  The survey 
suggested that the indirect taxes that were reduced in the recent part as part of fiscal 
stimulus package could be restored once the economy is back on track. “The approach of the 
government has been to use a mix of fiscal measures including reduction in indirect which 
could be reversed subsequently,”  
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(i) Budget 2009-10 
Budget speak, such as fiscal deficit, GDP growth et al be damned. Consumers decode their 
well being and prosperity in simple terms — whether their money is able to buy more or 
less of everyday goods and services (that’s real marketplace inflation) and whether their real 
income (after adjusting for inflation) is up or down. So even as finance minister Pranab 
Mukherjee disappointed the stock markets with his Budget, the 224-million-odd Indian 
households had enough reason not to feel let down. A clear roadmap to rollout the goods 
and services tax (GST) from April 1, 2010, will bring down prices across the board, barring 
cigarettes, which will become costlier because of a dual GST duty structure wherein both 
the Centre and states continue to tax ‘vice’ products. “The very fact that the Budget outlay 
has been increased by over 30% means there will be a lot of spending to encourage growth. 
There is also a lot of savings for taxpayers, and all this will boost consumption across urban 
and rural markets,” said Future Group CEO Kishore Biyani.   
Mr Biyani may have a point here, for even though the stock market rues the absence of 
sector-specific measures to kickstart growth, Mr Mukherjee’s Budget is rich in signalling 
the importance of medium-to-long-term consumption enablers, such as lifting more people 
out of poverty, focusing on building roads and houses, raising female literacy, creating more 
jobs “It is, of course, not the Budget alone, the monsoon, too, has to be equally good to 
ensure consumption-led growth,” said Marico chairman Harsh Mariwala. The rains have 
been delayed in some parts of the country and there are fears that the sowing season, usually 
in July, will be affected.  “Some categories may have been affected and job cuts too have 
impacted sentiment. But looking ahead, the Budget has all the elements, such as incentives 
for rural markets and tax concessions, to fuel consumption and growth,” said Technopak 
Advisors chairman Arvind Singhal.   
(j) Business Sentiment Looking up: D&B 
The Indian economy’s business sentiment has improved indicating a path of recovery. Dun 
& Bradstreet, the world’s leading source of global business information, knowledge and 
insight, has found that business optimism has recorded a jump of over 40%, quarter-over-
quarter. The Dun & Bradstreet composite Business Optimism Index (BOI) for third quarter 
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of 2009 has recorded an increase of as much as 40.8%, inching up to 132.1 after touching an 
all-time low of 93.8 in second quarters of 2009.  It was observed that five out of the six 
optimism indices - namely, volume of sales, net profits, selling prices, new orders, and 
employee levels have registered an increase as compared to the previous quarter. The 
improvement witnessed in the business optimism during Q3 2009 indicates that the worst 
may be behind. “Positive data releases, improving investment sentiment along with the post-
election optimism seem to have provided the much needed support to corporate 
confidence,” said Kaushal Sampat, chief operating officer, Dun & Bradstreet India. Going 
forward, the policy announcements in the forthcoming budget will be crucial in determining 
business expectations over the next quarter. Also, the advancement of monsoon and how it 
pans out during the rest of the season would play an important role in shaping business 
sentiment in the near future.” he added.   
Demand conditions are expected to witness some improvement during third quarter of2009. 
Profit expectations of the Indian corporates improved substantially, with as many as 69% of 
the respondents expecting an increase in their net profits during the forthcoming quarter. 
While about 10% of the respondents are anticipating a fall in their net profits in the 
forthcoming quarter, about 21% of the respondents expect no change in net profits during 
the Jul-Sep 09 quarter. The resultant optimism for net profits stands at 59%, an increase of 
as much as 41 percentage points as compared to the previous quarter.   
(k) Indian Insustrial Production Rising   
India’s industrial output expanded 2.7 per cent in May this year, the most since September 
last year, on the back of strong consumer demand in the domestic market. This is 
significantly more than the downwardly revised 1.2 per cent in April and betters forecasts of 
a 1.4 per cent rise. With 10 out of 17 sectors in the Index of Industrial Production, or IIP, 
registering growth in May, Finance Secretary Ashok Chawla said the government expected 
the positive momentum to continue in the coming months. Output had fallen in December, 
February and March as Asia's third-largest economy was hit hard by a sudden liquidity 
crunch and the global downturn. “We do believe that the worst is over, but there is a 
difference between the worst being over and getting back to robust growth,” said Montek 
Singh Ahluwalia, deputy chairman of the Planning Commission. The manufacturing sector, 
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which has nearly 80 per cent weight in the index, increased by 2.5 per cent as producers are 
believed to be increasing output to meet anticipated demand.“Producers in India may have 
run down inventories during the early stage of the global turmoil, meaning that the decline 
in production was steeper than the fall in orders, and the recent rise in production could be a 
result of businesses rebuilding inventories,”  
(l) Forex Exchange Reserve Increased  
Foreign exchange reserves rose by $932 million during the week ended June 26, partly due 
to cross currency revaluation and the central bank purchasing dollars to prevent the rupee 
from rising too sharply. According to the latest data released by the Reserve Bank of India 
in its weekly statistical supplement (WSS), total foreign exchange reserves, including gold 
and special drawing rights (currency with the International Monetary Fund) rose by $932 
million to touch $264.58 billion during the week ended June 26. Almost the entire growth in 
reserves was on account of the rise in foreign currency assets. 
(m) India-Asean Trade Increased 
With the India-Asean (Association of South-East Asian Nations) free trade agreement 
(FTA) likely to be inked in August at the Asean economic ministers meeting in Thailand, 
India-Asean trade is likely to surpass $50 billion by 2010.  The FTA will enable member 
countries to reduce tariffs for more than 4,700 categories from January 2010 onwards, 
senior government officials told. Diplomats from some members of Asean like Vietnam, 
Malaysia and Indonesia opined that India should reduce the duties on the four products—
palm oil, tea, coffee and pepper. The duty ranged between 50% and 60%. India has agreed 
to cut import duties on crude palm oil by 37.5% and on refined palm oil by 45% by 2018.   
Both India and Asean have attained growth in exports at rates higher than the global average 
over the last two-decades. The trade between the two sides accounted for an average of 9% 
of India’s total trade in the last three years. However, Indo-Asean trade, which has been 
growing at a compounded annual growth rate (CAGR) of 27% since 2000, stood at $38.37 
billion in 2007-08.  Singapore and Malaysia have been India’s most prominent trading 
partners as far as bilateral trade between India and individual Asean countries for the entire 
period is concerned. From 1997 to 2008, the two-way trade between India and Asean 
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countries witnessed an approximate seven-fold increase from the level of $5.9 billion to 
more than $38.37 billion in 2007-2008. Growth in India’s exports to Asean in recent years 
has been impressive as compared to other important destinations. As far as its imports from 
Asean countries are considered, the same is not true. Though, it showed some improvement 
in the last year. 
(n) FMCG Industry Seeks GST Implementation by April 2010 
The Rs 82,000 crore Indian FMCG industries are primarily seeking the implementation of 
the GST (Goods & Services Tax) by April 1, 2010 in the upcoming Union Budget. Industry 
captains expect fiscal measures that will spur growth of the FMCG sector in rural as well as 
urban India. Adi Godrej, chairman of the Godrej Group expects the withdrawal of the FBT 
in the Union Budget 2009. Godrej’s wish list also includes reduction of the CST from 2% to 
1%.” My expectations for the Budget proposals and pronouncements for the FMCG sector 
include, continuation of the current excise duty, implementation of the GST by April 1, 
2010 and re-imposition of import duty on edible oils,” he added.   
Like Godrej, Sunil Duggal, chief executive officer of Dabur India strongly recommends the 
withdrawal of FBT in the upcoming Budget. According to Duggal, the government should 
continue with the policy of providing financial stimulus to rural sector in India.” The 
government should also chart out a clear map for the implementation of GST,” he said.  
Sharing similar sentiments, Harsh Mariwala, chairman & managing director of Marico Ltd 
said the industry expects the roll out of GST by next year. According to a market strategy 
survey report by ICICI Securities, analysts are optimistic about the prospects of FMCG 
sector going forward. With the economy growing at a rapid pace and organized retailing 
making greater inroads, ISEC analysts expect the domestic FMCG industry to garner huge 
benefits from the same. “Further FMCG companies in last few years have systematically 
spread there network in rural areas, with this ongoing thrust we expect these companies to 
make deeper penetration in rural areas and increase its customer base and expand volumes. 
We expected the Budget impact to be positive for the industry,” said an analyst with Isec. 
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(o) India’s Growth is in Everyone’s Interest’- Hillary Clinton 
The US said it would not initiate any steps that impede India’s economic progress. While 
making a strong pitch for a low-carbon economy, US secretary of state Hillary Clinton said, 
“The US does not and will not do anything that will limit India’s economic progress. We 
believe that economic progress in India is in everyone’s interest and not just in the interest 
of Indians.” She was speaking at a conference on climate change at the ITC green building. 
Clinton also said India was well positioned to lead the fight against hunger through 
increasing agricultural yield and technology innovation. Allaying India’s concern about 
negotiations on climate change, especially about the impact of binding cuts on greenhouse 
emissions on economies of developing countries, Clinton said addressing climate change 
and achieving economic growth are compatible and ‘both countries can devise a plan that 
will dramatically change the way we produce, consume and conserve energy.’ Minister of 
state for environment and forests Jairam Ramesh, who was also present inthe conference, 
categorically said, India would not accept any “legally binding” reductions but assured that 
its carbon footprint would never exceed that of developednations. He asserted that New 
Delhi was “simply not in a position” to accept any legally binding emission reductions and 
made it clear that India was not running away from responsibilities on the issue.   
India contributes 4% of the world’s emissions from burning fossil fuels, compared with 20% 
from the US.  Ramesh, however, said, “Both sides have agreed on the need of partnership, 
concrete partnerships, on projects in various fields like energy efficiency, solar energy, 
biomass, energy-efficient buildings of the type that you are seeing here today.”  We have 
made a good beginning. We have taken a small step today. We will continue our 
engagements in multilateral forums. But we will also have bilateral engagements,” he 
added.  Later in the day, during a visit to Indian Agricultural Research Institute (IARI) in 
New Delhi, the visiting envoy said India has a critical role in fighting global hunger through 
increasing agricultural yield and technological innovation.   
(p) India Companies All Set for a Swinging  
 India companies may be heading for a profitable year, with early corporate results for the 
first quarter of the new fiscal showing significant improvement in margins despite slower 
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revenue growth.  The first set of 59 non-banking companies to come out with their numbers 
for the quarter ended June 30 have reported a 21% year-on-year growth in net profit, the 
highest in four quarters, while their aggregate net sales grew 11%, an study shows. Banks 
were excluded from the study as their income is dependent on the interest rate regime and 
does not necessarily reflect demand growth in the economy.  Slower sales growth indicates 
that the corporate sector is yet to see a significant pick- up in demand but there has been a 
major improvement in profit generation as cost pressures have eased. The companies saw 
expenses like wage bill, raw material costs, interest costs and fuel and power expenses rise 
much more moderately than before. 
(q) Foreign Institutional Investors” Confidence in Indian Stock Markets 
In a sign of confidence in the Indian markets, Foreign Institutional Investors pumped in over 
$6 billion, or about Rs 29,940 crore this year, with over $1 billion coming in July alone. An 
analysis of FIIs activity shows that overseas investors are the net purchasers of Indian stocks 
worth $6.18 billion (Rs 29,940.30 crore) from January to July this year.  According to the 
data with the Securities and Exchange Board of India, FIIs were the gross buyer of shares 
worth Rs 2,98,675.70 crore while they sold equities valued at Rs 2,68,735.30 crore, 
resulting in a net inflow of Rs 29,940.30 crore ($6.18 billion).   
In July, FIIs made a net investment of Rs 5,637 ($1.16 million) in the domestic equity 
markets, showing their confidence in an emerging market like India. Significantly, during 
the same period, the Bombay Stock Exchange's barometer sensex has lost nearly 2%. 
However, it seems that the overseas investors are still skeptic about debt market as they 
have not turned into net investor in this segment this year. Till now, FIIs are the net seller of 
debts worth Rs 973.60 crore ($151 million), even as the overseas investors infused Rs 
4,485.10 crore ($932 million) so far in July, the Sebi data said. In October, 2010 it has 
crossed all previour records. 
(r) Hike in Defence FDI Capital to 49% in 2010 
Government is likely to hike FDI in defence later this year. Driven by the urgent need to 
establish a strong defence-industrial base in the country, a notification to raise the foreign 
investment from the present 26% to 49% in the defence sector, is expected to be issued by 
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the government later this year.  The Economic Survey for 2008-09 had also suggested 100% 
FDI be permitted for high-technology defence equipment. The Survey has also suggested 
100 % FDI on a case by case basis, in high technology, strategic defence goods, services 
and systems that can help eliminate import dependence. It is to be noted that since the 
opening up of defence industry for foreign participation in 2001, very little by way of FDI 
has entered India’s defence industry.   
According to sources in the MoD “the government is fully committed to the development of 
a vibrant and proactive defence industry in India. It was in May 2001 that the defence 
industry sector was opened up to 100% private investment, with up to 26% FDI. The 
defence sector till then was strictly the preserve of the public sector.”  However, the 
progress has been slow since then, with the Indian armed forces continuing to import the 
major chunk of their military hardware and software from countries like Russia, Israel, 
France, UK and now, increasingly the US.  It may be noted that companies, which have the 
state of the art technologies like Lockheed Martin, Boeing, EADS and Sikorsky etc, have 
also indicated major proposals for investments in India.   
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4.2: Industries in Indian Economy 
1. Introduction 
Though agriculture has been the main preoccupation of the bulk of the Indian population, 
the founding fathers saw India becoming a prosperous and a modern State with a sound 
industrial base. Programmes were formulated to build adequate infrastructure for rapid 
industrialisation. Since independence, India has achieved a good measure of self-sufficiency 
in manufacturing a variety of basic and capital goods. The output of the major industries 
includes aircraft, ships, cars, locomotives, heavy electrical machinery, construction 
equipment, power generation and transmission equipment, chemicals, precision instruments, 
communication equipment and computers. Early planners in free India had to keep in mind 
two aims: all-round development and generation of large-scale job opportunities. Economic 
development strategies were evolved with an eye on these twin objectives. 
The Process of liberalisation was initiated by the late Prime Minister Rajiv Gandhi and it 
gathered steam in subsequent years, irrespective of the government in power. The present 
Prime Minister Dr.Manmohan Singh is widely hailed as the chief architect of India’s 
economic reforms. The new Congress-led coalition Government has reiterated very clearly 
that there is no going back on economic reforms. But these reforms will be carried out with 
“a human face”. It implies that the reforms must stimulate growth, investment and 
employment. India has become an attractive destination for foreign investment. The process 
of economic reforms is well on course. Duties have been lowered, repatriation of profit 
made liberal and levels of foreign equity raised considerably. While several multinational 
companies have entered India, many Indian companies have also gained international 
recognition. Forbes magazine has been listing Indian companies among the world’s most 
successful companies outside the US. 
In the field of computer software, India is among the major exporting nations with an 
overflow of scientists in the field. A clear acknowledgement of Indian talent is the fact that 
100 out of 500 Fortune companies have set up R &D centers in India.India is a member of 
the World Trade Organization (WTO) and hopes that developing nations will not suffer on 
account of any protectionism. India and other developing countries have repeatedly stressed 
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that the WTO needs to improve the transparency of its functioning to instill confidence in 
developing countries, necessary for the rule-based multilateral trading system to work 
satisfactorily. 
Foreign trade has been crucial to India’s economic growth. The country’s total external 
trade in 2002-03 crossed $111 billion and between April and November 2003 it was 16 
percent higher than the corresponding period in 2002.In 2002-03, exports also crossed the 
milestone of $50 billion to register $51.7 billion. In dollar terms, India was able to more 
than double its exports of merchandise in the last 10 years. This was achieved at a time 
when most economies were struggling to revive. At $112 billion India’s foreign exchange 
reserves exceeded the forex reserves of the US, France, Russia and Germany. Remittances 
from expatriates and software earnings have been rising continuously. 
2. Importance of Industries 
Industries play an important role in the economic development of any nation .without 
industries, economic development is impossible. Again, in a backward and developing 
economy like India, industries are indispensable.  Development of industries is not only 
indispensable for India, but there is also good scope for the development of industries in our 
country. India has many favourable factors for the development of industries. The various 
favourable factors present in the country for the development of industries are: 
(a) The country is rich in natural resources, such as minerals, forests, fisheries, etc. 
required for the development of industries. 
(b) The country is rich in commercial crops, such as sugar-cane, raw cotton, raw jute, 
tobacco, oil seeds, etc. required for the development of agro-based industries. 
(c) The country is fairly rich in power resources, such as coal, hydro-electricity, atomic 
energy, etc. required for turning the wheels of industries. 
(d) India is rich in human resources. As such, cheap labour required for the development of 
industries is also available in the country. 
(e) As the country has vast population, wide market required for the development of 
industries is also available in the country. 
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Industries offer several benefits to the country. They are: 
(a) When there is development of industries in the country, there will be the investment of 
large capital, use of modern   machineries, high degree of specialisation and large-scale 
operations. As a result, there will be greater productivity and higher national income. Higher 
national income, in turn, will contribute to increase in per capital income. Thus, 
development of industries will contribute to the growth of national and in per capital income 
in the country. 
 
(b) Industrialisation creates more and varied employment opportunities, thereby, reduce the 
problem of unemployment and under-employment in the country. Further it can absorb the 
surplus agricultural labour, and thereby, reduce the problem of disguised unemployment in 
rural areas. Again it can contribute to the development of cottage and small industries in 
rural areas. 
 
(c) Industries will promote agricultural development in the country in many ways. First, 
with the development of  agro-based industries (i.e. industries based agriculture), such as 
sugar-cane, raw cotton, raw jute, tobacco, oil seeds  etc. there will be more demand for these 
materials. This, in turn will encourage the development of agriculture. 
 
(d) Industries will contribute to the development of  tertiary sector, i.e. trade, transport & 
communication , banking insurance, etc. 
 
(e) Development of industries will be helpful in maintaining a proper balance between 
agriculture, industry and the tertiary sector, which is essential for the all-round economic 
progress of any nation. 
 
(f) Development of industries will contribute to the expansion of existing industrial areas 
and growth of new industrial areas. 
 
(g) Agriculture in India is not stable, as it is largely dependent on the vagaries of monsoons. 
On the other hand, industries are relativity more stable. 
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(h) Industrialisation contributes to better utilisation  of natural resources like minerals, 
forests, fisheries, etc. which the country has in abundance 
(i) Industrialisation will contribute to the expansion of the markets for agricultural crops, 
minerals, forest products etc. Further, industrialisation will contribute to the expansion of 
the markets for capital goods or producer goods like plant & machinery. 
 
3. Indian Industries 
The majore industries in Indian economy are following; 
 
(a) Retail Industry 
In the wake of liberalization, many international business houses, attracted by the sheer 
volume of over 250 million buyers have flooded the Indian market. The landscape in many 
urban commercial centers has come to be dominated by big shopping malls, plazas and 
multiple entertainment complexes, displaying the latest in consumer and fashion goods, not 
to speak of global fast food chains. These retailers have opened their outlets in India mainly 
in urban and sub urban areas. The customers are attracted by them because they are 
providing better environment for purchasing. These are giving tough competition to the 
small retailers. 
(b) Stock Exchange 
According to the World Federation of Exchanges, India’s National Stock Exchange 
(NSE)with 172 million transactions in 2001 was the third largest exchange in the world,after 
NASDAQ and NYSE. In the same year the Bombay Stock Exchange (BSE) with 133 
million transactions was ranked sixth. Stock exchange activities in the country are 
monitored by the Securities and Exchange Board of India (SEBI). 
 
(c) Infrastructure 
In view of its crucial importance for the development of the country, special attention is 
given to the infrastructure sector in India. As a result, the infrastructure sector has been 
registering a healthy rate of growth in recent years. There are many players in this industry 
for development of infrastructure of the country. 
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(d) Power 
The installed capacity of power generation in the country at the end of March 2003 was 
107,972.8 MW, most of which was thermal power with hydro (including wind) and nuclear 
generation together contributing about 30 percent. The policy of inviting private sector has 
been well received. The Government has set an objective of providing ‘Power for All by 
2012’ and has launched ‘Mission 2012 – Power for All ’ in this direction. 
 
(e) Coal 
Coal is the most important source of energy in India and the country has ample fossil fuel 
reserves. The country’s industrial heritage was built upon indigenous coal. Commercial 
energy consumption in India has grown several-fold in the last five decades. The current per 
capita primary energy consumption in India is below that of developed countries. Driven by 
the rising population, expanding economy and a quest for improved quality of life, energy 
usage in India is expected to rise to around 450 kg /year in 2010. Considering the limited 
reserve potentiality of petroleum &natural gas, eco-conservation, restriction on hydel project 
and geo-political perception of nuclear power, coal will continue to occupy center-stage of 
India‘s energy scenario. Hard coal reserves of over 206 billion tonnes, of which about a 
third are proven, are spread over 27 major coalfields, mainly in eastern and south central 
parts of the country. The lignite reserves stand at a level around 26 billion tonnes, of which 
90 per cent occur in the southern State of Tamil Nadu. 
 
(f) Petroleum and Natural Gas 
The country’s economic liberalization programme has brought some fundamental changes 
and restructuring of the Indian oil and gas industry. Recent initiatives by the Government 
allow private oil companies, both foreign and Indian, to explore new oil and natural gas 
reserves, develop proven reserves, and establish petroleum refineries and pipelines. The 
entire Indian petroleum sector has been opened to the private sector, domestic and foreign, 
for investments through joint ventures and strategic alliances. The Administered Pricing 
Mechanism (APM) has been dismantled from April 1, 2002 and oil companies have been 
allowed the freedom to set retail prices in transport fuels. An estimated investment of 
US$100-150 billion is needed over the next 10 to 15 years to meet the projected demand. 
Additional refining capacity of 110 million tonnes per annum will be required by the year 
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2010 for domestic consumption. Extensive oil and gas distribution infrastructure such as 
cross-country pipelines, port terminals, tankages and strategic reserves build-up will have to 
be developed to meet the projected requirements.The refining sector has been opened to the 
joint and private sector. Total planned refining capacity by the year 2006 is expected to be 
about 170 MMTPA. 
 
(g) Railways 
The over 150-year-old Indian Railways are the largest rail network in Asia and the world’s 
second largest under one management. In 24 hours, the Indian Railways network covers a 
distance four times the distance between the earth and the moon. Crisscrossing the country’s 
vast geographical spread, Indian Railways are a multi-gauge, multi-traction system covering 
over 100,000 track kilometers with 63,140 of route-kilometers. Its rolling stock fleet 
includes about 8000 locomotives, 39,000 coaches and about 300,000 freight wagons. Its 
work force is 1.47 million and it runs some 15,000 trains everyday, including 9,000 
passenger trains. Freight traffic on Indian Railways has registered an impressive growth in 
the last four decades. Increase in the last few years has been particularly striking. From 73.2 
million tonnes in 1950-51,the revenue freight traffic reached 492.5 million tonnes in 2001-
02.This has been despite the ever-increasing pressure of passenger traffic, which was 493.5 
billion passengers in 2001-2 against 66.52 billion in 1950-51.Over the years, Indian 
Railways have built up an elaborate and well-established manual information system to help 
them monitor their moving assets. 
 
(h) Delhi Metro 
The Delhi Metro (suburban) rail project, a new landmark of the metropolis, promises to 
radically change the public transport system in the national capital. It is a combination of 
surface, underground and elevated corridors, being built to international specification of 
safety and construction. Delhi is choked with cars and people, and of the 11.7 million daily 
transit trips, 99 percent are road-based, making it necessary for the city to have a Metro 
system. Two sections of the Metro are already in operation, touching eastern and northern 
parts of the city. It is now proposed to extend the Metro not only to the rest of the city but 
also to its extended suburbs. In fact, the Delhi Metro has already attracted wide attention, 
nationally as well internationally. Apart from many large Indian cities, a number of foreign 
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countries, as far apart as Sri Lanka, Colombia and Indonesia, have evinced keen interest in 
replicating the Delhi Metro system. 
 
(i) Roads 
With over 3.3 million kilometres of roads, India has the second largest road network in the 
world. But industrialization demands more and better roads, which will result in enormous 
savings, estimated to be between Rs 200 and 300 billion ($5.7-8.6 billion) per annum. 
Improvement of the road network will also enable commercial vehicles to run 500-600 km 
per day, which is the average distance covered by them in the developed world, as opposed 
to the 200-300 km per day average in India currently. Under execution at present is the 
world ’s largest infra-structure project, the Rs 540 billion/$12.6 billion National Highways 
Development Project which promises to achieve a major turnaround in the road sector by 
the end of 2007.NHDP comprises the 5846 km long golden quadrilateral (GQ) connecting 
four major cities of Delhi, Mumbai, Chennai and Kolkata and the 7300 km long north-south, 
east-west corridors connecting Srinagar in north to Kanyakumari in South and Silchar in 
east to Porbandar in West respectively. 
 
(j) Shipping 
The natural advantage of a vast coastline requires India to use sea transport for the bulk 
cargo transport. Following the policy of liberalization, the Indian shipping industry, major 
ports, as also national highways and water transport have been thrown open to the private 
sector. Most of the categories of ships viz. crude tanker, product tanker, bulk carriers etc. 
have been brought under the Open General Licence (OGL) to facilitate acquisition at 
competitive price. Automatic approval is also available for acquisition by ship-owning 
companies for the categories which are not covered under OGL i.e. barges, tugs and boats 
etc. Shipping companies have been allowed to retain sale proceeds of their ships abroad and 
utilize them for fresh acquisition. Time Charter of ships by Indian Shipping Companies has 
been provided as also automatic approval for foreign direct investment of up to 74%in 
shipping. At the end of March 2003,140 shipping companies were in operation in India, 
with the Shipping Corporation of India being the biggest in the country claiming a 42 
percent share of the total Indian tonnage. The country has 12 major ports, 184 other ports, 
nine shipyards and a coastline of 7517 km. 
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(k) Aviation 
Following the opening up of air cargo services to private operators in 1990, several private 
international airlines have begun to operate cargo flights. The result is an improvement in 
the availability of timely cargo services at competitive rates, decline in cargo rates and 
increase in the volumes handled by as much as 15 to 20 per cent a year. A similar ‘open 
skies’ policy was introduced for passenger traffic in 1994, which ended the monopoly of 
public sector domestic and international carriers. Currently, Indian Airlines and its 
subsidiary, Alliance Airways, and two scheduled and 40 non-scheduled operators serve the 
domestic passenger market. The private operators’ market share of domestic passenger 
traffic has risen to over 52 per cent. Overall capacity has risen significantly, and consumer 
choice and competition has led to enhanced service quality. The entry of private airlines has 
also accelerated the growth of passenger air traffic. The Government has taken several 
measures to support the development of adequate airport infrastructure, like the opening of 
airport construction to the private sector. 
 
(l) Pipelines 
Pipelines occupy key position in the petroleum sector logistics. Both Public Sector 
Undertakings and the private sector players in India are trying to ensure a hold over this safe 
and cheap mode of transportation. Initially each of these players had plans of laying their 
own pipelines but the government wanted a systematic and integrated distribution network. 
Consequently, ‘Petronet India Ltd’ came into existence with public sector oil and gas 
companies jointly holding 50 percent stake in the company and five financial institutions 
holding the rest. A 1,700-km pipeline is already in existence. Besides, India has nearly 
7,000 km of pipelines mainly for the transportation of crude oil and its products. 
 
(m) Telecommunications 
Sweeping changes over the past decade have contributed to the rapid growth of the Indian 
telecommunication system which had begun in 1851 with a telegraph line between Kolkata 
(then Calcutta) and Diamond Harbour. Among these changes are the adoption of advanced 
switching and transmission technologies; permitting private entry into equipment 
manufacture; liberalization of equipment imports and the lowering of import tariffs. And in 
the last five years, the reforms have accelerated, aiming at a total transformation of the 
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market. India with 100 million basic and mobile phones has the fifth largest telecom 
network in the world. Yet, given the low telephone penetration rate – only 1.5 per 100 of 
population, which is 1/10th of the global average —India offers vast scope for growth. The 
country has one of the fastest-growing telecommunications systems in the world, with 
system size (total connections) growing at an average of over 20 per cent a year. The 
cellular customer base has been growing at the rate of about two million per month. 
 
(n) Steel 
The economic reforms initiated by the Government since 1991 have added new dimensions 
to industrial growth in general and steel industry in particular. Licensing requirement for 
capacity creation has been abolished, except for certain locational restrictions. Steel industry 
has been removed from the list of industries reserved for the public sector. Automatic 
approval of foreign equity investment up to 74 per cent is now available. Price and 
distribution controls have been removed to make the steel industry efficient and 
competitive. Restrictions on external trade, both in import and export, have also been 
removed. Import duty rates have been reduced drastically.Certain other policy measures 
such as reduction in import duty of capital goods, convertibility of rupee on trade account, 
permission to mobilise resources from overseas financial markets and rationalisation of 
existing tax structure for a period of time have also benefited the Indian Steel Industry. 
Today, India is the eighth largest steel producing country in the world. The annual growth 
rate of crude steel production jumped to eight percent in 2002-03 from 3.7 percent in 2001-
02.The production of finished steel increased to 32.99 million tonnes in 2002-03 from 29.27 
million tonnes in 2000-01. 
 
(o) Engineering and Machine Tools 
The Indian machine and machine tool manufacturers and exporters with their pursuance of a 
systematic approach to quality control and product standardization coupled with a long 
history of engineering excellence have hence carved a niche market position for themselves 
in the international arena. More than 2500 firms from the engineering sector have acquired 
ISO 9000 accreditation in areas of casting and forging, automobile parts, machine tools, 
electrical machinery, primary iron and steel products, industrial machinery, IC engines, 
pumps, textile machinery, etc. The Indian machine tool industry manufactures almost the 
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complete range of metal-cutting and metal-forming machine tools. There has been a 
perceptible change in the image of the ‘Made in India’ brand in overseas markets – 
particularly true for Indian-built machine tools. Enhanced features, competitive price and 
marketing focus have increased demand for Indian-made machine tools in overseas markets.  
 
(p) Software 
Most countries today are beginning to understand the value addition that information 
technology is bringing to economies -introducing both efficiency and benefits. Businesses 
around the globe have been investing heavily in the IT software infrastructure.India is 
rapidly emerging as a leader in the field of IT. According to a Mckinsey Report, 7 percent of 
India’s GDP will come from IT services and back office work by 2008 when it will become 
a $57 billion annual export industry, employing 4 million Indians. The IT revolution has 
become the new mantra in the Indian economic landscape. Software Engineering, Web-
based Services, E-commerce Solutions and Business Process Outsourcing (BPO) have 
emerged as the new jewels of the Indian economy. 
 
The Indian IT industry has emerged as one of the fastest growing sectors in the Indian 
economy with a growth rate of over 26 percent during 2002-03 and a turnover of $12.7 
billion and exports of $10 billion. In terms of GDP share, the IT industry figures have risen 
to 2.4 percent in 2002-03 from 0.59 percent in 1994-95. The Indian IT software and services 
industry has provided employment to 6, 00,000 IT professionals by March 2003.Many 
global giants outsource their mission critical software requirements to India. GE Capital 
saves up to $340 million a year by performing some 700 tasks in India. India is seen by 
many as an Ideas Superpower. The Internet market is also growing steadily in terms of 
subscribers, which was estimated at 4 million in December 2003.This represents a 
substantial increase over the 1.1 million figures in March 2001. 
 
(q) Pharmaceuticals 
With its inherent strength in technology, R&D facilities, institutional infrastructure and 
skilled manpower, the $6 billion Indian pharmaceutical industry has grown to rank fifth in 
the world in terms of volume, behind USA, Japan, Europe and China. Its growth rate in the 
last five years has been more than 20 percent, twice the world rate.By 2010,the Indian 
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pharma industry is likely to grow to $75 billion. Exports in 2002-03 stood at $ 2.5 billion 
with the US accounting for $450 million. As an incentive for the pharma sector, the 
Government has offered exemptions from import licences to foreign pharmaceutical units 
setting up units in special economic zones. It is 40 percent cheaper to set up a plant in India 
than any developed country.  
 
(r) Automotives 
Good logistic management, high productivity and skills, have brought to India an increasing 
number of global automobile manufacturers to establish and expand their presence in the 
country. Suzuki and Hyundai have made India their global small car export hub. India’s own 
Tata Motors is exporting cars to Rover (UK) as City Rover. General Motors, Ford, Daimler, 
Chrysler, Hyundai, Fiat, Toyota, and Caterpillar are some of the companies that are 
outsourcing from India. India exports $2 billion worth of cars, trucks, SUVs, two wheelers 
and auto components. Auto component exports in 2003 stood at $800 million and by 2006 it 
may touch $2.6 billion. Indian component manufacturers have won global recognition and 
awards. 
 
(s) Textiles 
The textile industry occupies a vital place in Indian economy and contributes substantially 
to employment generation and export earnings. It represents about 14 percent of the national 
industrial production and 25 percent of the total export earnings. It provides employment to 
about 35 million persons. India is the second largest producer of silk, largest producer of 
jute, one of the largest production bases for cotton/denims and never-tried-before blends of 
linen. India is the world’s largest exporter of cotton yarn, claiming a 25 percent global 
share.The Indian Textile industry has one of the highest growth rates in Indian industries 
and contributes around 5%to the GDP. It is also the largest foreign exchange earner. In 
2002-2003, textile exports grossed Rs.513.55 billion/$11.4 billion, representing a growth of 
11.14%in a year.Recent developments in the European markets on eco-friendly textiles have 
sent the Indian Industry into a flurry of activity to adapt itself to market 
requirements.Globalization, abolition of quotas, establishment of WTO and its $6 billion 
modernization programme will provide further impetus to the industry. 
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Indian handicrafts have withstood competition from machines over the years. The skills are 
passed on from one generation to the next. The handicraft and handloom sector is a major 
source of rural employment and earns substantial foreign exchange. Traditional textiles are 
as popular abroad as they are within the country. The major export items include hand-
knotted carpets, art metal ware, hand-printed textiles and leather, wood and cane wares. 
 
(t) Rural Industries  
The Ministry of Agro and Rural Industries in India was established in September, 2001 with 
the aim to develop the Rural Industries in the Indian Economy. The main objectives of this 
initiative were to ameliorate the supply chain management, upgrade skills, introduce 
innovative technologies and expand markets of the entrepreneurs and artisans. A wide range 
of programs, schemes, projects and policies have been formulated to carry out various 
activities in the rural sector in India. Also, the Government of India has also ensured 
employment generation program in the rural regions under Rural Employment Generation 
Program (REGP) and the Prime Minister's Rozgar Yojana (PMRY) in association with of 
State Governments, Reserve Bank of India (RBI) and other banks.Some of the major  in 
rural economy of India have been listed below: 
 
(i) Rubber: Rubber is one of the significant commercial crops in India. Rubber Industry in 
India has accounted for a production of 6.49 lakh tons for the year 2006. Places in India 
where rubber is cultivated include areas of southwest Konkan and Malabar Coast in Kerala 
and in some areas of Tamil Nadu. 
(ii) Fisheries: The fish production rate in India has witnessed a remarkable growth since 
1995-96. The National Program of Developing Fish Seeds, Fish Farmers' Development 
Agencies and Brackish Water Fish Farmers' Development Agencies have been the major 
contributors to the growth in fisheries in rural India. A diversified range of fishing methods 
along with processed fish products have been introduced in the Indian rural market through 
an Integrated Fisheries Project. 
(iii) Poultry: Poultry Business is one of the major contributors to the growing economy of 
rural and semi-urban India. India has witnessed a remarkable growth in the egg and poultry 
meat industry in the recent period. States of Andhra Pradesh, Karnataka, Kerala and Tamil 
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Nadu contribute to around 45 percent of the total egg production in India whereas the 
eastern and central parts of India contribute to around 20 percent of the same. India is the 
seven largest poultry producer all over the world. 
(iv) Tobacco: India is one of the most predominant producers as well as consumers of 
tobacco in India. It ranks third in terms of tobacco production around the world. Tobacco 
leaves are highly exported in the overseas countries which has accounted for a 99 percent 
increase in the revenue from exports. 
(v) Jute: Jute is one of the most prime products in terms of exporting to the overseas nations 
and it brings in maximum foreign exchange earnings. The delta of the river Ganges in West 
Bengal is perfect for jute cultivation. A wide range of gunny bags, shopping bags, 
handicrafts, carpets, and many more other items are made from Jute. 
(vi) Horticulture: India has a diverse soil and climate which provides a promising 
opportunity for horticulture. Some of the crops cultivated in the horticultural sector 
comprise of fruits, vegetables, root and tuber crops, flowers, ornamental plants, medicinal 
and aromatic plants, spices, condiments, plantation crops and mushrooms. 
(vii) Sericulture: Sericulture is one of the rural based agro industries in India. Silk 
production activity has accounted for a total income from export production of more than 
USD 600 million. Sericulture offers agro based, ecologically and economically sustainable 
activity for the poor, small and marginal farmers which also include women. 60 percent of 
the pre-cocoon and post-cocoon sector activities are carried out by women. 
(viii) Tea Business: The tea business has been ruling Indian economy for the past 170 
years. The chief areas of tea production in India include rural hills and backward areas of 
Northeastern and southern states like Assam, West Bengal, Tamil Nadu and Kerala. India 
mainly manufactures tea variants such as CTC, Orthodox tea and green tea.                              
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4.3: FMCG Sector in India 
1. Introduction 
Products which have a quick turnover, and relatively low cost are known as Fast Moving 
Consumer Goods (FMCG). FMCG products are those that get replaced within a year. These 
products are purchased by the customers in small quantity as per the need of individual or 
family. These items are purchased repeatedly as these are daily use products. The price or 
value of the products is not very high. These products are having short life also. It may 
include perishable and non perishable products, durable and non durable goods. Examples 
of FMCG generally include a wide range of frequently purchased consumer products such 
as toiletries, soap, cosmetics, tooth cleaning products, shaving products and detergents, as 
well as other non-durables such as glassware, bulbs, batteries, paper products, and plastic 
goods. FMCG may also include pharmaceuticals; consumer electronics, packaged food 
products, soft drinks, tissue paper, and chocolate bars.A subset of FMCGs are Fast Moving 
Consumer Electronics which include innovative electronic products such as mobile phones, 
MP3 players, digital cameras, GPS Systems and Laptops. These are replaced more 
frequently than other electronic products. White goods in FMCG refer to household 
electronic items such as Refrigerators, T.Vs, Music Systems, etc. The Indian FMCG sector 
is explained below in detail: 
 
(a) Fast Growing Sector 
In 2005, the Rs. 48,000-crore FMCG segment was one of the fast growing industries in 
India. According to the AC Nielsen India study, the industry grew 5.3% in value between 
2004 and 2005. The Indian FMCG sector is the fourth largest in the economy and has a 
market size of US$13.1 billion. Well-established distribution networks, as well as intense 
competition between the organised and unorganised segments are the characteristics of this 
sector. FMCG in India has a strong and competitive MNC presence across the entire value 
chain. The middle class and the rural segments of the Indian population are the most 
promising market for FMCG, and give brand makers the opportunity to convert them to 
branded products. Most of the product categories like jams, toothpaste, skin care, shampoos, 
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etc, in India, have low per capita consumption as well as low penetration level, but the 
potential for growth is huge. 
The Indian Economy is surging ahead by leaps and bounds, keeping pace with rapid 
urbanization, increased literacy levels, and rising per capita income.The big firms are 
growing bigger and small-time companies are catching up as well. According to the study 
conducted by AC Nielsen, 62 of the top 100 brands are owned by MNCs, and the balance by 
Indian companies. Fifteen companies own these 62 brands, and 27 of these are owned by 
Hindustan Lever. Pepsi is at number three followed by Thums Up. Britannia takes the fifth 
place, followed by Colgate (6), Nirma (7), Coca-Cola (8) and Parle (9). These are figures the 
soft drink and cigarette companies have always shied away from revealing. Personal care, 
cigarettes, and soft drinks are the three biggest categories in FMCG. Between them, they 
account for 35 of the top 100 brands. 
Table 4.3.1: Top 10 Companies in FMCG Sector 
S. NO. Companies 
1. Hindustan Unilever Ltd. 
2. ITC (Indian Tobacco Company) 
3. Nestlé India 
4.  GCMMF (AMUL) 
5. Dabur India 
6. Asian Paints (India) 
7. Cadbury India 
8. Britannia Industries 
9. Procter & Gamble Hygiene and Health Care 
10. Marico Industries 
 
The companies mentioned in Exhibit I, are the leaders in their respective sectors. The 
personal care category has the largest number of brands, i.e., 21, inclusive of Lux, Lifebuoy, 
Fair and Lovely, Vicks, and Ponds.  There are 11 HLL brands in the 21, aggregating Rs. 
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3,799 crore or 54% of the personal care category. Cigarettes account for 17% of the top 100 
FMCG sales, and just below the personal care category. ITC alone accounts for 60% volume 
market share and 70% by value of all filter cigarettes in India. The foods category in FMCG 
is gaining popularity with a swing of launches by HLL, ITC, Godrej, and others. This 
category has 18 major brands, aggregating Rs. 4,637 crore. Nestle and Amul slug it out in 
the powders segment. The food category has also seen innovations like softies in ice creams, 
chapattis by HLL, ready to eat rice by HLL and pizzas by both GCMMF and Godrej 
Pillsbury. This category seems to have faster development than the stagnating personal care 
category. Amul, India's largest foods company has a good presence in the food category 
with its ice-creams, curd, milk, butter, cheese, and so on. Britannia also ranks in the top 100 
FMCG brands, dominates the biscuits category and has launched a series of products at 
various prices.  
 
In the household care category (like mosquito repellents), Godrej and Reckitt are two 
players. Goodknight from Godrej is worth above Rs 217 crore, followed by Reckitt's 
Mortein at Rs 149 crore. In the shampoo category, HLL's Clinic and Sunsilk make it to the 
top 100, although P&G's Head and Shoulders and Pantene are also trying hard to be 
positioned on top. Clinic is nearly double the size of Sunsilk. Dabur is among the top five 
FMCG companies in India and is a herbal specialist. With a turnover of Rs. 19 billion 
(approx. US$ 420 million) in 2005-2006, Dabur has brands like Dabur Amla, Dabur 
Chyawanprash, Vatika, Hajmola and Real. Asian Paints is enjoying a formidable presence 
in the Indian sub-continent, Southeast Asia, Far East, Middle East, South Pacific, Caribbean, 
Africa and Europe. Asian Paints is India's largest paint company, with a turnover of Rs.22.6 
billion (around USD 513 million). Forbes Global magazine, USA, ranked Asian Paints 
among the 200 Best Small Companies in the World  
Cadbury India is the market leader in the chocolate confectionery market with a 70% market 
share and is ranked number two in the total food drinks market. Its popular brands include 
Cadbury's Dairy Milk, 5 Star, Eclairs, and Gems. The Rs.15.6 billion (USD 380 Million) 
Marico is a leading Indian group in consumer products and services in the Global Beauty 
and Wellness space.  
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There is a huge growth potential for all the FMCG companies as the per capita consumption 
of almost all products in the country is amongst the lowest in the world. Again the demand 
or prospect could be increased further if these companies can change the consumer's 
mindset and offer new generation products. Earlier, consumers were using non-branded 
apparel, but today, clothes of different brands are available and the same consumers are 
willing to pay more.  
 
(b) Scope of the Sector 
The Indian FMCG sector with a market size of US$13.1 billion is the fourth largest sector in 
the economy. A well-established distribution network, intense competition between the 
organized and unorganized segments characterizes the sector. FMCG Sector is expected to 
grow by over 60% by 2010. That will translate into an annual growth of 10% over a 5-year 
period. It has been estimated that FMCG sector will rise from around Rs 56,500 crores in 
2005 to Rs 92,100 crores in 2010. Hair care, household care, male grooming, female 
hygiene, and the chocolates and confectionery categories are estimated to be the fastest 
growing segments, says an HSBC report. Though the sector witnessed a slower growth in 
2002-2004, it has been able to make a fine recovery since then. For example, Hindustan 
Levers Limited (HLL) has shown a healthy growth in the last quarter. An estimated double-
digit growth over the next few years shows that the good times are likely to continue. 
 
(c) Growth Prospects 
With the presence of 12.2% of the world population in the villages of India, the Indian rural 
FMCG market is something no one can overlook. Increased focus on farm sector will boost 
rural incomes, hence providing better growth prospects to the FMCG companies. Better 
infrastructure facilities will improve their supply chain. FMCG sector is also likely to 
benefit from growing demand in the market. Because of the low per capita consumption for 
almost all the products in the country, FMCG companies have immense possibilities for 
growth. And if the companies are able to change the mindset of the consumers, i.e. if they 
are able to take the consumers to branded products and offer new generation products, they 
would be able to generate higher growth in the near future. It is expected that the rural 
income will rise in 2007, boosting purchasing power in the countryside. However, the 
demand in urban areas would be the key growth driver over the long term. Also, increase in 
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the urban population, along with increase in income levels and the availability of new 
categories, would help the urban areas maintain their position in terms of consumption. At 
present, urban India accounts for 66% of total FMCG consumption, with rural India 
accounting for the remaining 34%. However, rural India accounts for more than 40% 
consumption in major FMCG categories such as personal care, fabric care, and hot 
beverages. In urban areas, home and personal care category, including skin care, household 
care and feminine hygiene, will keep growing at relatively attractive rates.  
 
(d) Factor favouring India to Get Competitive Edge 
The following factors make India a competitive player in FMCG sector: 
 
(i) Availability of raw materials: Because of the diverse agro-climatic conditions in India, 
there is a large raw material base suitable for food processing industries. India is the largest 
producer of livestock, milk, sugarcane, coconut, spices and cashew and is the second largest 
producer of rice, wheat and fruits &vegetables. India also produces caustic soda and soda 
ash, which are required for the production of soaps and detergents. The availability of these 
raw materials gives India the location advantage. 
 
(ii) Labor cost comparison: 
Chart 4.3.1: Labor Cost Comparison 
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Low cost labor gives India a competitive advantage. India's labor cost is amongst the lowest 
in the world, after China & Indonesia. Low labor costs give the advantage of low cost of 
production. Many MNC's have established their plants in India to outsource for domestic 
and export markets. 
(iii) Presence across value chain: Indian companies have their presence across the value 
chain of FMCG sector, right from the supply of raw materials to packaged goods in the 
food-processing sector. This brings India a more cost competitive advantage. For example, 
Amul supplies milk as well as dairy products like cheese, butter, etc. 
 
(e) Growth Trends 
According to a Economic Times report, the pace of growth recorded by the FMCG industry 
in the fiscal year 2004-05 is expected to be the highest at 5%-6% in the last five years, 
following a sharp rebound in rural demand. A number of large and medium FMCG 
companies like HLL, Colgate, Dabur, Marico, and Godrej Consumer Products have or are in 
the process of setting up manufacturing units in tax havens like Uttaranchal, Himachal 
Pradesh, Jammu and Assam. Most companies have shifted from outsourcing to 
manufacturing in a desperate bid to protect profit margins in the absence of price increases. 
 
2. Analysis of FMCG Sector in India 
 
The analysis of the FMCG sector of India is carried out on the basis of following: 
 
 
(a) Pest Analysis 
Pest analysis of FMCG sector in India is carried out on political, economical, socal and 
technological aspects. It is explained below: 
 
(i) Political: 
• Tax exemption in sales and excise duty for small scale industiers. 
• Transportation and infrastructure development in rural areas helps in distribution network. 
• Restrictions in import policies. 
• Help for agricultural sector. 
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(ii) Economical: 
• The GDP rate of Indian economy is increasing every year. It is expected in future it would 
be better only in comparison with other countirs. 
Chart 4.3.2: GDP Growth – Per Capita Income 
                                  
• Inflation rate is increasing across the world and India is also no exception. The 
governemtn and Reserve Bank of India both are trying to control the inflation rate with the 
help of different measures. 
• Increase in disposable income has taken place due to higher GDP rate. The per capita 
income is increasing so the customers are having more income to spent for various reasons.  
• Indian FMCG sector recorded 16% sales growth in last fiscal year and it is expected it 
would further improve in the forthcoming years. 
• The FMCG sector is a 4th largest sector of Indian economy with market size of more than 
60,000 crore.  The Indian Territory is very large and number of customers is also very high. 
 
(iii) Social: 
• Demographical analysis  
Table 4.3.2: Demographical Analysis 
Year Total hhlds in mn strivers achievers rich 
1.  2003 181 131 46 3 
2.  2013 231 96 124 11 
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• The Indian culture, social & life styles are changing drastically. The total population is 
nearly 115 crores and population includes rich, poor, middle class, male, female, located in 
rural, urban and sub urban areas, different level of education etc. 
 
(iv) Technology: 
• Technology has been simplified and available in the industry.Where technology is not 
available then it is brought from foreigh countries to meet FMCG sector requirements. 
• Foreign players help in high technological development.  With research and 
development facilities the new technologies are developed alone or with the help of 
foreign players. 
 
(b) Industry Analysis of FMCG Sector 
(i)  The fmcg sector in India is expected grow at a compound annual growth rate at 9% to a 
size  of 1, 43,000 crs by 2010 from rs 93000 crs at present. 
(ii)  The industry is growing double digit growth in last 2 yrs. 
(iii) Annual revenues of us $14.74 billion. 
(iv) Market growth rate – Rural -40%, urban -25%  
 
Chart 4.3.3: FMCG Market size is increasing year to year 
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 (c) Main Competitors 
The FMCG sector is developing fast and at present there is high level of competition in this 
sector. The main competitors are HUL, Britania, Nestle, Cadbury, Colgate, Amul, ITC, 
Dabur, Emami, Nirma and Marico. 
 
(d) SWOT Analysis 
SWOT analysis of this sector is carried as follows: 
 
(i) Strengths:  
• Well-established distribution network extending to rural areas.  
• Strong brands in the FMCG sector.  
• Low cost operations  
(ii) Weaknesses:  
• Low export levels.  
• Small scale sector reservations limit ability to invest in technology and achieve 
economies of scale.  
• Several "me-too’’ products.  
(iii) Opportunities:  
• Large domestic market.  
• Export potential  
• Increasing income levels will result in faster revenue growth.  
(iv) Threats:  
• Imports  
• Tax and regulatory structure  
• Slowdown in rural demand  
(e) Factors Affecting the Growth 
Over the years, demand for consumer durables has increased with rising income levels, 
double-income families, changing lifestyles, availability of credit, increasing consumer 
awareness and introduction of new models. Products like air conditioners are no longer 
perceived as luxury products. The biggest attraction for MNCs is the growing Indian middle 
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class. This market is characterised with low penetration levels. MNCs hold an edge over 
their Indian counterparts in terms of superior technology combined with a steady flow of 
capital, while domestic companies compete on the basis of their well-acknowledged brands, 
an extensive distribution network and an insight in local market conditions. With companies 
opting for information technology a reduction in inventory levels and an improvement in the 
working capital cycle is likely. This will benefit companies by controlling costs and 
improving margins. 
 
(f) Major Government Policies/Changes:  
  
In the context of the positives and the negatives, investing in FMCG stocks is a tricky 
prospect. Given this, one has to be active with FMCG stocks and should book profits as 
soon as the targetted returns are reached. Unlike earlier times, nowadays, one cannot afford 
to buy an FMCG stock and forget about it for a long time. 
 
It is unlikely that the government's initiatives will boost the sector overnight. The ongoing 
price wars mean that company earnings will continue to be volatile. Hence, in the short 
term, one should look at individual companies' prospects rather than the overall sector's 
prospects. This means that it is better to leave mutual funds that concentrate on FMCG 
companies and instead buy shares depending upon the company. 
It is not necessary that an MNC will be better than an Indian company. One should look at a 
company's profile and analyse its prospects before investing in its shares.It is not that you 
will lose out by buying FMCG stocks. But, in buying an FMCG stock, it will be ideal to 
cash in during short bursts of activity. 
 
(g) Major Mergers nnd Acquisitions in the Past 
 
(i) Vijay Mallya's United Breweries Group (through Group entities Mc Dowell & Co, 
Phipson Distillery, United Spirits and United Breweries Holdings) acquired a controlling 
stake in the Jumbo Group's Shaw Wallace & Company for a total deal value of Rs 16.2 
billion ($371.6 million).  
 
 128 
 
(ii) The other Jumbo Group Company to be sold was Shaw Wallace Breweries. SAB Miller 
increased its stake by 50 percentage points to 99 per cent in the company through its Indian 
subsidiary, Mysore Breweries. The stake was held by Shaw Wallace & Company and, 
hence, had SAB Miller not undertaken this acquisition, Shaw Wallace Breweries would 
effectively have been a joint venture between two rivals — UB and SAB Miller. 
 
 
(iii) The P&G-Gillette merger - With the acquisition of Gillette's operations, P&G becomes 
the second largest consumer goods company in the world 
 
(h) Expected Future Trends 
 
Following trends are expected in future: 
 
Huge investments in promoting brands, setting up distribution networks and intense 
competition are what FMCG companies face. Creating strong brands is important for 
FMCG companies and they will have to devote considerable money and effort in developing 
brands. 
Given the fragmented nature of the Indian retailing industry and the problems of 
infrastructure, FMCG companies also need to develop extensive distribution networks to 
achieve a high level of penetration in both the urban and rural markets. This will require a 
lot of resources. The unorganised sector has a presence in most product categories of the 
FMCG sector. Small companies from this sector have used their locational advantages and 
regional presence to reach out to remote areas where large consumer products have only 
limited presence. Their low cost structure also gives them an advantage. And this will only 
lead to price wars, which, though good for consumers, will affect the bottomlines of 
companies.  
(i) Key Players: Here are many domestic and MNCs in Indian FMCG sector and they are 
mentioned in the list:  
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     Table 4.3.3: Key Players 
     Company Name  
1.  Hindustan Lever Ltd.  
2.  I T C Ltd.  
3.  Nirma Ltd.  
4.  Nestle India Ltd.  
5.  Britannia Industries Ltd.  
6.  Colgate-Palmolive (India) Ltd.  
7.  Godfrey Phillips India Ltd.  
8   Dabur India Ltd.  
9. Godrej Soaps Ltd.  
10. Marico Industries Ltd.  
11. Cadbury India Ltd.  
12. Procter & Gamble Hygiene & Health Care Ltd.  
 
(k) New players Planned to Venture 
The following new players have planned: 
Mangalore-based CAMPCO has announced plans to enter the FMCG sector by marketing, 
and promoting Effermint toothpaste. For CAMPCO this marks its maiden entry into the 
FMCG sector, while for Thrissur-based Effermint India, this is the second time that it is 
entering in to a marketing tie-up with a large player. It had on an earlier occasion partnered 
with TOMCO,  
Godrej Consumer Products Ltd (GCPL) has launched a new brand of soap, Nimin, on the 
germicide platform. Pegged on a par with Lifebuoy's variant in the sub-popular category, 
Nimin is priced at Rs 8 for 75 gm and Rs 13 for 125 gm. 
GCPL has also decided to enter the hair oil market with a brand under its company name. 
The company is already test marketing a thanda tel under the Godrej brand in UP. Now, 
players such as Marico have entered the category with Shanti Thanda Tel. 
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4.4: Companies in Indian FMCG Sector 
1. Introduction 
Indian market is a big market and its popoluation is nearly115 croers. The markets are of different 
types and can be segmented as urban, sub- urban and rural markets. The rural market is very wide 
and still it is difficult to cover. Nearly 70 percent of Indian population is living in rural areas. Tfhere 
is a great opportunity for FMCG companies in Indian markets. Further due to liberalization a good 
number of MNCs have entered in India market and mainly in FMCG sector also. They have entered 
in skin care, toothpaste, toiletries, fastfood, chocolates, cosmetics and many other products. The 
FMCG sector is flooded by companies from India and abroad. In future the level of competition 
would incfease further. The situation in Indian economy is very favourable for foreign companies. 
The major factors attractiving them are availability of raw materials, low labour cost, market 
potential for consumption and more disposable income of Indian customers.  More over the GDP in 
Indian ecomony is increasing every year so per capita income increasing and there is scope for 
further development. At persent large and small companies are operating in Indian FMCG sector. A 
number of such companies is large. Some of the major players in FMCG sector are explained below: 
(a) Hindustan Uniliver Limited 
(i) History: Hindustan Unilever Limited (HUL) is India's largest fast moving consumer 
goods company, touching the lives of two out of three Indians with over 20 distinct 
categories in home & personal care products and food & beverages. They endow the 
company with a scale of combined volumes of about 4 million tonnes and sales of over Rs. 
13,000 crores [citation needed]. HUL is also one of the country's largest exporters; it has 
been recognised as a Golden Super Star Trading House by the Government of India. Since 
long its presence in Indian market the company is enjoying a very good reputation in the 
markets. The products, price and quality offered by the company are undoubtedly very high. 
Since long it is the leader in FMCG sector and future of the company is very bright in Indian 
markets.  
In the summer of 1888, visitors to the Kolkata harbour noticed crates full of Sunlight soap 
bars, embossed with the words "Made in England by Lever Brothers". With it, began an era 
of marketing branded Fast Moving Consumer Goods (FMCG).Soon after followed Lifebuoy 
in 1895 and other famous brands like Pears, Lux, and Vim.were launched.  Vanaspati was 
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launched in 1918 and the famous Dalda brand came to the market in 1937. In 1931, 
Unilever set up its first Indian subsidiary, Hindustan Vanaspati Manufacturing Company, 
followed by Lever Brothers India Limited (1933) and United Traders Limited (1935). These 
three companies merged to form HUL in November 1956; HUL offered 10% of its equity to 
the Indian public, being the first among the foreign subsidiaries to do so. Unilever now 
holds 52.10% equity in the company. The rest of the shareholding is distributed among 
about 360,675 individual shareholders and financial institutions. 
The erstwhile Brooke Bond's presence in India dates back to 1900. By 1903, the company 
had launched Red Label tea in the country. In 1912, Brooke Bond & Co. India Limited was 
formed. Brooke Bond joined the Unilever fold in 1984 through an international acquisition. 
The erstwhile Lipton's links with India were forged in 1898. Unilever acquired Lipton in 
1972 and in 1977 Lipton Tea (India) Limited was incorporated. Pond's (India) Limited had 
been present in India since 1947. It joined the Unilever fold through an international 
acquisition of Chesebrough Pond's USA in 1986. Since the very early years, HUL has 
vigorously responded to the stimulus of economic growth. The growth process has been 
accompanied by judicious diversification, always in line with Indian opinions and 
aspirations. 
The liberalisation of the Indian economy, started in 1991, clearly marked an inflexion in 
HUL's and the Group's growth curve. Removal of the regulatory framework allowed the 
company to explore every single product and opportunity segment, without any constraints 
on production capacity. Simultaneously, deregulation permitted alliances, acquisitions and 
mergers. In one of the most visible and talked about events of India's corporate history, the 
erstwhile Tata Oil Mills Company (TOMCO) merged with HUL, effective from April 1, 
1993. In 1996, HUL and yet another Tata company, Lakme Limited, formed a 50:50 joint 
venture, Lakme Unilever Limited, to market Lakme's market-leading cosmetics and other 
appropriate products of both the companies. Subsequently in 1998, Lakme Limited sold its 
brands to HUL and divested its 50% stake in the joint venture to the company. 
HUL formed a joint venture with US-based Kimberly Clark Corporation in 1994, Kimberly-
Clark Lever Ltd, which markets Huggies Diapers and Kotex Sanitary Pads. HUL has also 
set up a subsidiary in Nepal, Unilever Nepal Limited (UNL), and its factory represents the 
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largest manufacturing investment in the Himalayan kingdom. The UNL factory 
manufactures HUL's products like Soaps, Detergents and Personal Products both for the 
domestic market and exports to India. The 1990s also witnessed a string of crucial mergers, 
acquisitions and alliances on the Foods and Beverages front. In 1992, the erstwhile Brooke 
Bond acquired Kothari General Foods, with significant interests in Instant Coffee. In 1993, 
it acquired the Kissan business from the UB Group and the Dollops Icecream business from 
Cadbury India. 
As a measure of backward integration, Tea Estates and Doom Dooma, two plantation 
companies of Unilever, were merged with Brooke Bond. Then in 1994, Brooke Bond India 
and Lipton India merged to form Brooke Bond Lipton India Limited (BBLIL), enabling 
greater focus and ensuring synergy in the traditional Beverages business. 1994 witnessed 
BBLIL launching the Wall's range of Frozen Desserts. By the end of the year, the company 
entered into a strategic alliance with the Kwality Icecream Group families and in 1995 the 
Milkfood 100% Icecream marketing and distribution rights too were acquired. 
Finally, BBLIL merged with HUL, with effect from January 1, 1996. The internal 
restructuring culminated in the merger of Pond's (India) Limited (PIL) with HUL in 1998. 
The two companies had significant overlaps in Personal Products, Speciality Chemicals and 
Exports businesses, besides a common distribution system since 1993 for Personal Products. 
The two also had a common management pool and a technology base. The amalgamation 
was done to ensure for the Group, benefits from scale economies both in domestic and 
export markets and enable it to fund investments required for aggressively building new 
categories. 
In January 2000, in a historic step, the government decided to award 74 per cent equity in 
Modern Foods to HUL, thereby beginning the divestment of government equity in public 
sector undertakings (PSU) to private sector partners. HUL's entry into Bread is a strategic 
extension of the company's wheat business. In 2002, HUL acquired the government's 
remaining stake in Modern Foods.In 2003, HUL acquired the Cooked Shrimp and 
Pasteurised Crabmeat business of the Amalgam Group of Companies, a leader in value 
added Marine Products exports. HUL launched a slew of new business initiatives in the 
early part of 2000’s. Project Shakti was started in 2001. It is a rural initiative that targets 
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small villages populated by less than 5000 individuals. It is a unique win-win initiative that 
catalyses rural affluence even as it benefits business. Currently, there are over 45,000 Shakti 
entrepreneurs covering over 100,000 villages across 15 states and reaching to over 3 million 
homes. 
In 2002, HUL made its foray into Ayurvedic health & beauty centre category with the 
Ayush product range and Ayush Therapy Centres. Hindustan Unilever Network, Direct to 
home business was launched in 2003 and this was followed by the launch of ‘Pureit’ water 
purifier in 2004. In 2007, the Company name was formally changed to Hindustan Unilever 
Limited after receiving the approval of share holders during the 74th AGM on 18 May 2007. 
Brooke Bond and Surf Excel breached the the Rs 1,000 crore sales mark the same year 
followed by Wheel which crossed the Rs.2, 000 crore sales milestone in 2008. On 17th 
October 2008, HUL completed 75 years of corporate existence in India. 
In 2007, Hindustan Unilever was rated as the most respected company in India for the past 
25 years by Businessworld, one of India’s leading business magazines. The rating was based 
on a compilation of the magazines annual survey of India’s Most Reputed Companies over 
the past 25 years. HUL is the market leader in Indian consumer products with presence in 
over 20 consumer categories such as soaps, tea, detergents and shampoos amongst others 
with over 700 million Indian consumers using its products. It has over 35 brands. Sixteen of 
HUL’s brands featured in the AC Nielsen Brand Equity list of 100 Most Trusted Brands 
Annual Survey (2008).  According to Brand Equity, HUL has the largest number of brands 
in the Most Trusted Brands List. It’s a company that has consistently had the largest number 
of brands in the Top 50 and in the Top 10  
Hindustan Unilever's distribution covers over 1 million retails outlets across India directly 
and its products are available in over 6.3 million outlets in India, i.e., nearly 80% of the 
retail outlets in India. It has 39 factories in the country. Two out of three Indians use the 
company’s products and HUL products have the largest consumer reach being available in 
over 80 per cent of consumer homes across India. The Anglo-Dutch company Unilever 
owns a majority stake (52%) in Hindustan Unilever Limited.  
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The company has a distribution channel of 6.3 million outlets and owns 35 major Indian 
brands  Some of its brands include Kwality Wall's ice cream, Knorr soups & meal makers, 
Lifebuoy, Lux, Breeze, Liril, Rexona, Hamam and Moti soaps, Pureit water purifier, Lipton 
tea, Brooke Bond tea, Bru  coffee, Pepsodent and Close Up toothpaste and brushes, and 
Surf, Rin and Wheel laundry detergents, Kissan squashes and jams, Annapurna salt and atta, 
Pond's talcs and creams, Vaseline  lotions, Fair and Lovely creams, Lakmé beauty products, 
Clinic Plus, Clinic All Clear, Sunsilk and Dove shampoos, Vim dishwash, Ala bleach, 
Domex disinfectant, Rexona, Modern Bread, and Axe deosprays. 
HUL has produced many business leaders for corporate India, one of these, Manvinder 
Singh Banga has become a member of Unilever's Executive HUL is referred to as a 'CEO 
Factory' in the Indian press for this reason.[who?] It's leadership building potential was 
recognized when it was ranked 4th in the Hewitt Global Leadership Survey 2007 with only 
GE, P&G and Nokia ranking ahead of HUL in the ability to produce leaders with such 
regularity. Hindustan Unilever Limited is India's largest fast moving consumer goods 
company, and estimates that two out of three Indians use its products. It has over 42 
factories across India. 
HUL is also one of the country's largest exporters; it has been recognised as a Golden Super 
Star Trading House by the Government of India.The Hindustan Unilever Research Centre 
(HURC) was set up in 1958, and now has facilities in Mumbai and Bangalore. HURC and 
the Global Technology Centres in India have over 200 highly qualified scientists and 
technologists, many with post-doctoral experience acquired in the US and Europe. HUL also 
renders services to the community, focusing on health & hygiene education, empowerment 
of women, and water management. It is also involved in education and rehabilitation of 
underprivileged children, care for the destitute and HIV-positive, and rural development. 
HUL has also responded to national calamities, for instance with relief and rehabilitation 
after the 2004 tsunami caused devastation in South India. 
In 2001, the company embarked on a programme called Shakti, through which it creates 
micro-enterprises for rural women. Shakti also includes health and hygiene education 
through the Shakti Vani Programme, which now covers 15 states in India with over 45,000 
women entrepreneurs in 135,000 villages. By the end of 2010, Shakti aims to have 100,000 
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Shakti entrepreneurs covering 500,000 villages, touching the lives of over 600 million 
people. HUL is also running a rural health programme, Lifebuoy Swasthya Chetana. The 
programme endeavours to induce adoption of hygienic practices among rural Indians and 
aims to bring down the incidence of diarrhoea. So far it has reached 120 million people in 
over 50,000 villages. 
During its operation the company was involve in some of the controversies. In 2001 a 
thermometer factory in Kodaikanal run by Hindustan Unilever was accused of dumping 
glass contaminated with mercury in municipal dumps, or selling it on to scrap merchants 
unable to deal with it appropriately. Hindustan Unilever's Fair and Lovely is the leading 
skin-lightening cream for women in India The company was forced to withdraw television 
advertisements for the product in 2007. Advertisements depicted depressed, dark-
complexioned women, who had been ignored by employers and men, suddenly finding new 
boyfriends and glamorous careers after the cream had lightened their skin. In 2008 
Hindustan Unilever made former Miss World Priyanka Chopra a brand ambassador for 
Pond's, and she then appeared in a mini-series of television commercials for another skin 
lightening product, White Beauty, alongside Saif Ali Khan and Neha Dhupia; these 
advertisements were widely criticised for perpetuating racism. 
(ii) Prodcuts: Hindustan Unilever Limited also called Hindustan Lever Limited (HLL) was 
established in 1933 as Lever Brothers India Limited. Hindustan Lever Limited (HLL) is 
India's largest Fast Moving Consumer Goods Company, with a customer base of 2 out of 
every 3 Indian in the category of Home & Personal Care Products and Foods & Beverages. 
The company has combined volumes of about 4 million tonnes and sales of Rs.10, 000 
crores. HLL is also one of the country's largest exporters; the Government of India has 
recognized HLL as a Golden Super Star Trading House. Some of HLL brands are: 
• Ice creams-Kwality Walls Ice Cream 
• Bath soaps include Hamam, Lifebuoy, Rexona, Lux, Liril, Moti Soaps, Breeze, Peers.. 
• Tea leaves include Lipton Tea, Brooke Bond Tea, Bru Coffee. 
• Tooth pastes include Pepsodent, Close Up,  
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• Detergents include cake and powders are Rin, Wheel Laundry Detergent, surf power, 
surf excel, excelmatic and surf blue. 
• Cosmatics include Pond cream, Ponds powder, Vaseline, Fair & Lovely, Lakmé creans, 
Lakme powder, lipsticks etc. 
• Shampoos include Clinic Plus, Clinic All Clear, Sunsilk and Lux Shampoos 
• Cleaning material such as Vim, Ala Bleach, Domex, Pureit Water Purifier  
• Other items such as Kisan drinks and jams, Annapurna salts and many more items. 
The Hindustan Lever Research Center (HLRC) was established in 1958, and now has 
facilities in Mumbai & Bangalore. HLRC has 200 highly qualified scientists and 
technologists, many of them with post-doctoral experience. HLL also runs various 
ambitious programmes like Shakti. Shakti's aim is to create opportunities for rural women 
thereby improving their livelihood and standard of living in rural sector. Shakti also includes 
health and hygiene education through the Shakti Vani Programme. The programme covers 
about 50,000 villages in 12 states. HLL's motive is to take this programme to 100,000 
villages influencing the lives of over a 100 million rural Indians. HLL is also involved in 
running a rural health programme - Lifebuoy Swasthya Chetana. The programme aims to 
inculcate the hygienic practices among rural Indians to bring down the figure of diarrhea 
patients. It has already covered 70 million people in approximately 15000 villages of 8 
states.  
Consumer research plays a vital role in our brands' development. We're constantly 
developing new products and developing tried and tested brands to meet changing tastes, 
lifestyles and expectations. And our strong roots in local markets also mean we can respond 
to consumers at a local level. By helping improve people's diets and daily lives, we can help 
them keep healthier for longer, look good and give their children the best start in life.  
(iii) SWOT analysis: SWOT analysis of this sector is carried as follows: 
Strengths:  
• HUL has presence across the world and coverage is very wide. It has its established 
distribution network in urban, suburban and rural areas in India.  
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• Financial position of the company is very strong. 
• Enjoying very high reputation in markets with popular brands in the FMCG sector.  
• Low cost operations in India due to favourable factors. 
 Weaknesses:  
• Export of its products is low because it has its units across the world.  
• There is no major weakness of the company in India.  
 Opportunities:  
• Indian market is very large and still it is uncovered..  
• Export potential is there and can be utilized. 
• Opportunity for boosting sales and revenue is very good.     
Threats:  
• Imports from China at lower cost creating difficulty. 
• Tax and regulatory structure  of Indian government are to be followed 
• Slowdown in demand due to local factors in India economy. 
• Tough competition is being faced from local and international players in markets. 
(iv) Market shares: Hindustan Unilever Ltd makes fast-moving consumer goods (FMCG) 
such as detergents, toiletries, and food staples. The company has a distribution channel of 
6.3 million outlets and 35 major Indian brands. HUL recorded 20.02% year over year (yoy) 
growth in revenue at Rs 16660.38 crores during the year ended Dec'08. Its Soaps and 
Detergents business was its largest contributor to revenues with 46% of total revenues 
where as Personal Care products contributed the most (46%) towards EBIT. Raw material 
prices for palm oil and other chemicals increased of 31% from Nov'07-Apr'08 which led the 
company to implement a price hike by a weighted average of 10% from April to June 2008 
in order to protect its margins. From April to October 2008, however, palm oil prices 
declined 62.2% so Hindustan has accrued higher revenue on lower volume sales in late 
2008, early 2009.  Increase in per capita income in urban, as well as rural areas, of India has 
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a positive effect on demand of consumer goods along with a shift in demand towards high 
end lifestyle products. Long a provider of low cost consumer goods, HUL has recently 
launched products in its high end segments. 
HUL, the largest FMCG Company in India by revenues was formed by merging three 
subsidiaries of Unilever in 1956. At present, Unilever Plc holds a 51.6% stake in the 
company. HUL’s portfolio of products covers a wide spectrum including soaps, detergents, 
skin creams, shampoos, toothpastes, tea, coffee and branded flour. HUL's brands spread 
across 20 distinct consumer categories. It owns 35 major Indian brands. HUL has 
consistently had the most number of brands in the Top 10 list for the most trusted brands in 
India from 2003 to 2008. Surf Excel, 'Pepsodent and Ponds in Home and Personal Care 
segment and Lipton, Kissan and Brooke Bond in Foods and Beverages Segment are some of 
its top brands. In 2008, it launched Ponds Age Miracle, Vaseline range of products in skin 
care category and Axe-Dark Temptation in personal care segment as part of their expansion 
into higher end products 
Sales growth of 13.36% in CY'07 (Calendar Year 2007) and 9.38% in CY'06 can be 
attributed to aggressive launches, re-launches of products and a hike in product prices. The 
net Income of the company has not increased at the same pace as revenues because of a 
decline in margins (from 18.5% in CY'04 to 16.7% in CY'07) in its soaps and detergents 
business and investment in IT and water purifier business in CY 05-06. There is an 
insignificant change in company's revenue mix in CY04-07 period. Soaps and Detergents 
business contributes highest (46%) towards revenues followed by Personal care products 
(26%). Despite being highest revenue generator soaps and detergents business is not the 
most profitable segment. Personal care contributes highest (46.2%) towards the EBIT which 
is due to high margins and low penetration of the market.  Discussion FY'09 (Financial Year 
2009): HUL has shown steady sales growth by 19-20 % in Jan - Sep'08 but it was largely 
price led due to a hike in product prices in the previous two quarters . Volume growth has 
decreased from 10.2% in Q1CY08 (1st quarter Calendar Year 2008) to 6.8% in Q3CY08. 
EBIT margins fell by 30bps to 12.9 due to inflation of Commodities prices but net profit 
saw a raise to 34% on account of income from sale of properties. 
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• Business segments: Soaps and Detergents (46% Revenue, 44% EBIT): This segment 
includes Laundry and Personal Wash products like soaps, detergent bars, detergent powders, 
detergent liquids, scourers; etc.Sales of the segment grew sales by 13.9% and 20.3% in 
CY07 and H1CY08 respectively. Fabric Wash has shown strong growth in this year with the 
market share moving up from 34.6% in Q4CY06 to 38.3% in Q2CY08.[13] Profitability 
margins which declined from 25.7% in CY'02 to 13.7 % in CY'05 due to pricing actions 
from P&G in the Laundry segment have slightly recovered to 15.6% (CY'07). 
 
Personal Care Products (26% Revenue, 46.2% EBIT): This business which comprises 
mainly skin care, hair care and oral care is the most profitable segment for HUL.It is highest 
contributor to HUL’s EBIT at 47%.  Low penetration and consumption of personal products 
has sustained these categories' high growth rates. This segment has shown a revenue growth 
of 20.9% in H1CY08 and the new launches in the Ponds and Dove range contributed to the 
profitability of the segment. 
Beverages (11% Revenue, 10.3% EBIT): HUL's beverages business is operated through the 
Brooke Bond and Lipton brands for packet tea and Bru brand for coffee. With the 
aggressive relaunch of Brooke Bond, Taj Mahal and Taaza, the company has been able to 
arrest the decline in its market share.Overall margins have declined to 15% in CY'07 from 
20% in CY'04 due to hike in Coffee bean prices. 
Foods (4% Revenue, 0.8% EBIT) :In spite of having one of the best distribution networks 
(coverage of 6.3 mn outlets in the country, the food business has never constituted a big part 
of revenues.Thats why this is the current focus area for the company.Presence in the foods 
category is mainly through soup mix, Chinese meal maker, jams, ketchups and salts. HUL is 
clearly keeping a low profile in the staples category, which is low margin business.Foods 
margin dipped partly due to launch related costs for Amaze brain foods (launched in two 
southern states during the January–March 2008 quarter). 
Ice Cream(1% Revenue, 0.6%EBIT) : This segment includes include Ice Creams and Frozen 
Desserts.Kwality Wall's, launched in 1995, is the company's master brand for ice cream. It 
has launched Moo brand that boosts children’s calcium levels in the June quarter of CY07. 
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Exports: Exports include sales of Marine Products, Castor, etc. as well as sales of soaps and 
detergents, personal products, beverages and foods etc. by the Exports Division. Exports are 
the lowest-margin business for the company. It has already exited the low-margin shrimps 
and castor business.  
Others: This section includes Chemicals, Water purifiers, Agri seeds, Property 
Development, Water business, Ayush services etc. It has seen a growth of 41.5% as Pure It 
(a water purifier product) increased its reach to more than 600 towns. 
In a volume driven and competitively intense environment with competition also from local 
players FMCG players are aggressively promoting their brands to gain product awareness, 
customer base, and their shares of the customers’ wallets. To facilitate launch new products 
and relaunch of existing products companies are increasing their research and development 
expenditure. These factors eat up the profitability margins of the companies. 
• Competition: The Indian FMCG sector is the fourth largest sector in the economy with a 
total market size of US$18 billion as of 2007.As the name suggests FMCG products are 
frequently used and bought by the customers so there are largenumber of players supplying 
same products. HUL is the only company in Indian consumer goods market that has 
products in more segments than any other company of the same sector. HUL is the largest 
FMCG Company in terms of revenues. 
Procter and Gamble (P&G) India: HUL faces a fierce competition from P&G India in its 
key segments i.e. Detergents and Personal Care. It operates in India thorugh three 
subsidiaries: Procter and Gamble Home Products (100% subsidiary of the company), 
Procter and Gamble Hygiene and Health care Ltd. (PGHH) and Gillette India Ltd. It has in 
its portfolio some of P&G's Billion dollar brands such as Vicks & Whisper in health care 
and Ariel and Tide in detergents segments. 
Godrej Consumer Products Ltd. (GCPL): It has two segments: Soap (64% of revenues) and 
Personal Care.GCPL is second largest soap player in India after HUL with a market share of 
9.2%. [5]Personal Care includes hair care products, shaving cream and other toiletries.On 
December 11, 2008, it acquired 100% stake in SCA Hygiene Products which owns the 
Snuggy brand of baby diapers. 
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Dabur India Limited - Dabur India Limited is an India-based fast moving consumer goods 
company which deals in healthcare, personal care and food products.In November 2008, 
Dabur India Limited announced the acquisition of 72.15% of Fem Care Pharma Ltd which 
is primarily engaged in the business of export of personal care products.  
Colgate-Palmolive (India) Limited: It manufactures a range of products marketed under the 
Colgate which includes oral care products and Palmolive (skin care and hair care products) 
brand names. 
Marico Limited: Marico has a portfolio on high margin "Beauty and Wellness" platform 
which includes hair oils, soaps, edible oils, skin care etc. This portfolio has shown a growth 
of 30% over a period of FY05-08. 
• Market share: HUL has a dominant market share across different segments in FMCG 
sector. HUL has been able to sustain highest sales revenues in the sector through its 
products across all the price points (entry level, mid and top end of market), better brand 
positioning, aggressive brand management and restructuring of product portfolios. But over 
the long term (Dec'02 - Sep'08), company has lost considerable share in some 
categories.The loss can be attributed to the fact that HUL has its products across all 
segments of FMCG sector but its competitors are focussing on niche products. 
In Q3 CY08, HUL has seen a market share loss in most of the categories barring detergents, 
tea and coffee. Part of the market share loss is attributable to changing market structure i.e. 
top end growing at a faster pace, where HUL does not have a market share similar to what it 
has at the mass segment. 
 
(b) Procter & Gamble Company 
 
(i) History: The Procter & Gamble Company (P&G) is a giant in the area of consumer 
goods. The leading maker of household products in the United States, P&G has operations 
in nearly 80 countries around the world and markets its nearly 300 brands in more than 160 
countries; more than half of the company's revenues are derived overseas. Among its 
products, which fall into the main categories of fabric care, home care, beauty care, baby 
care, family care, health care, snacks, and beverages, are 16 that generate more than $1 
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billion in annual revenues: Actonel (osteoporosis treatment); Always (feminine protection); 
Ariel, Downy, and Tide (laundry care); Bounty (paper towels); Charmin (bathroom tissue); 
Crest (toothpaste); Folgers (coffee); Head & Shoulders, Pantene, and Wella (hair care); Iams 
(pet food); Olay (skin care); Pampers (diapers); and Pringles (snacks). Committed to 
remaining the leader in its markets, P&G is one of the most aggressive marketers and is the 
largest advertiser in the world. Many innovations that are now common practices in 
corporate America--including extensive market research, the brand-management system, 
and employee profit-sharing programs--were first developed at Procter & Gamble.  
• 1837 Launch: maker of candles and soap: In 1837 William Procter and James Gamble 
formed Procter & Gamble, a partnership in Cincinnati, Ohio, to manufacture and sell 
candles and soap. Both men had emigrated from the United Kingdom. William Procter had 
emigrated from England in 1832 after his woolens shop in London was destroyed by fire 
and burglary; Gamble came from Ireland as a boy in 1819 when famine struck his native 
land. Procter & Gamble first operated out of a storeroom at Main and Sixth streets.  
Procter & Gamble was in competition with at least 14 other manufacturers in its early years, 
but the enterprising partners soon expanded their operations throughout neighboring 
Hamilton and Butler counties. Cincinnati's location on the Ohio River proved advantageous 
as the company began sending its goods downriver. In 1848 Cincinnati was also linked to 
the major cities of the East via rail, and Procter & Gamble grew. Around 1851, when P&G 
shipments were moving up and down the river and across the country by rail, the company's 
famous moon-and-stars symbol was created. The moon-and-stars trademark became a 
symbol of quality to Procter & Gamble's base of loyal customers.  
• Prospering during the civil war: Procter & Gamble's operations were heavily 
dependent upon rosin--derived from pine sap--which was supplied from the South. In 1860, 
on the brink of the Civil War, two young cousins, James Norris Gamble and William 
Alexander Procter (sons of the founders), traveled to New Orleans to buy as much rosin as 
they could, procuring a large supply at the bargain price of $1 a barrel. When wartime 
shortages forced competitors to cut production, Procter & Gamble prospered. The company 
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supplied the Union Army with soap and candles, and the moon and stars became a familiar 
symbol with Union soldiers.  
Although Procter & Gamble had foreseen the wartime scarcities, as time wore on, its 
stockpile of raw materials shrank. In order to keep up full production the company had to 
find new ways of manufacturing. Until 1863 lard stearin was used to produce the stearic 
acid for candle making. With lard expensive and in short supply, a new method was 
discovered to produce the stearic acid using tallow. What lard and lard stearin was available 
was instead developed into a cooking compound. The same process was later adapted to 
create Crisco, the first all-vegetable shortening..  
•  Launching ivory soap in 1878: After the war Procter & Gamble expanded and updated 
its facilities. In 1869 the transcontinental railroad linked the two coasts and opened still 
more markets to Procter & Gamble. In 1875 the company hired its first full-time chemist to 
work with James Gamble on new products, including a soap that was equal in quality to 
expensive castile soaps, but which could be produced less expensively. In 1878 Procter & 
Gamble's White Soap hit the market and catapulted P&G to the forefront of its industry.The 
most distinctive characteristic of the product, soon renamed Ivory soap, was developed by 
chance.  
Harley Procter, William Procter's son, developed the new soap's potential. Harley Procter 
was inspired to rename the soap by Psalm 45: "all thy garments smell of myrrh, and aloes, 
and cassia, out of the ivory palaces whereby they have made thee glad." Procter devoted 
himself to the success of the new product and convinced the board of directors to advertise 
Ivory. Advertising was risky at the time; most advertisements were placed by disreputable 
manufacturers. Nevertheless, in 1882 the company approved an $11,000 annual advertising 
budget. The slogan "99% pure" was a welcome dose of sobriety amidst the generally 
outlandish advertising claims of the day. Procter, committed to the excellence of the 
company's products, had them analyzed and improved even before they went to market. 
This practice was the origin of P&G's superior product development. Procter believed that 
"advertising alone couldn't make a product successful--it was merely evidence of a 
manufacturer's faith in the merit of the article."  
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The success of Ivory and the ability of Procter & Gamble to spread its message further 
through the use of national advertising caused the company to grow rapidly in the 1880s. In 
1886 P&G opened its new Ivorydale plant on the edge of Cincinnati to keep up with 
demand. In 1890 James N. Gamble hired a chemist, Harley James Morrison, to set up a 
laboratory at Ivorydale and improve the quality and consistency of Procter & Gamble's 
products. P&G soon introduced another successful brand: Lenox soap. Marketed as a 
heavier-duty product, the yellow soap helped P&G reach sales of more than $3 million by 
1889. The 1880s saw labor unrest at many American companies, including Procter & 
Gamble, which experienced a number of strikes and demonstrations. Thereafter, the 
company sought to avert labor problems before they became significant. Behind P&G's 
labor policies was a founder's grandson, William Cooper Procter. William Cooper Procter 
had joined the company in 1883 after his father, William Alexander Procter, requested that 
he return from the College of New Jersey (now Princeton University) just one month before 
graduation to help with the company's affairs. Procter learned the business from the ground 
up, starting in the soap factory.  
During the 1920s the flurry of new products continued. Ivory Flakes came out in 1919. 
Chipso soap flakes for industrial laundry machines were introduced in 1921. In 1926 Camay 
was introduced and three years later Oxydol joined the P&G line of cleaning products. The 
company's market research became more sophisticated when P&G chemist F.W. Blair 
began a six-month tour of U.S. kitchens and laundry rooms to assess the effectiveness of 
Procter & Gamble's products in practical use and to recommend improvements. After Blair 
returned, the economic-research department under D. Paul Smelser began a careful study of 
consumer behavior. Market research complemented Procter & Gamble's laboratories and 
home economics department in bringing new technology to market. Soon after Richard R. 
Deupree became president of the company in 1930, synthetic soap products hit the market. 
In 1933 Dreft, the first synthetic detergent for home use was introduced, followed by the 
first synthetic hair shampoo, Drene, in 1934. Further improvements in synthetics resulted in 
a host of new products years later.  
•  Debut of brand management in 1931: In 1931 Neil McElroy, a former promotions 
manager who had spent time in England and had an up-close view of Procter & Gamble's 
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rival Unilever, suggested a system of "one man--one brand." In effect, each brand would 
operate as a separate business, competing with the products of other firms as well as those 
of Procter & Gamble. The system would include a brand assistant who would execute the 
policies of the brand manager and would be primed for the top job. Brand management 
became a fixture at Procter & Gamble, and was widely copied by other companies.The 
Great Depression caused hardship for many U.S. corporations as well as for individuals, but 
Procter & Gamble emerged virtually unscathed. Radio took Procter & Gamble's message 
into more homes than ever. In 1933 Procter & Gamble became a key sponsor of radio's 
daytime serials, soon known as "soap operas."  
In 1935 Procter & Gamble spent $2 million on national radio sponsorship, and by 1937 the 
amount was $4.5 million. In 1939 Procter & Gamble had 21 programs on the air and spent 
$9 million. That year P&G advertised on television for the first time, when Red Barber 
plugged Ivory soap during the first television broadcast of a major league baseball game.  
The 1950s were highly profitable for the company. In 1955, after five years of research, 
Procter & Gamble firmly established itself in the toiletries business with Crest toothpaste. 
Researchers at the company and at Indiana University developed the toothpaste using 
stannous fluoride--a compound of fluorine and tin--which could substantially reduce 
cavities. In 1960 the American Dental Association endorsed Crest, and the product was on 
its way to becoming the country's number one toothpaste, nudging past Colgate in 1962. 
Procter & Gamble began acquiring smaller companies aggressively in the mid-1950s. In 
1955 it bought the Lexington, Kentucky-based nut company W.T. Young Foods, and 
acquired Nebraska Consolidated Mills Company, owner of the Duncan Hines product line, a 
year later. In 1957 the Charmin Paper Company and the Clorox Chemical Company were 
also acquired.  
• Paper products push included pampers: Morgens oversaw Procter & Gamble's full-
scale entry into the paper-goods markets. A new process developed in the late 1950s for 
drying wood pulp led to the introduction of White Cloud toilet paper in 1958, and Puffs 
tissues in 1960. Procter & Gamble's Charmin brand of toilet paper was also made softer. 
Procter & Gamble's paper-products offensive culminated in the 1961 test marketing of 
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Pampers disposable diapers. The idea for Pampers came from a Procter & Gamble 
researcher, Vic Mills, who was inspired while changing an infant grandchild's diapers in 
1956. The product consisted of three parts: a leak-proof outer plastic shell, several absorbent 
layers, and a porous film that let moisture pass through into the absorbent layers, but kept it 
from coming back. Test market results showed that parents liked the diapers, but disliked 
the 10 cents-per-Pamper price. Procter & Gamble reduced the price to six cents and 
implemented a sales strategy emphasizing the product's price. Pamper's three-layer design 
was a phenomenal success, and within 20 years disposable diapers had gone from less than 
1 percent to more than 75 percent of all diapers changed in the United States. Procter & 
Gamble improved the technology over the years, and added a premium brand, Luvs, in 
1976.  
 
• Food and OTC drug acquisitions in the early 1980s: In 1981 John G. Smale became 
CEO of Procter & Gamble. He had been president since 1974. Smale led the company 
further into the grocery business through a number of acquisitions, including Ben Hill 
Griffin citrus products. The company also entered the over-the-counter (OTC) drug market 
with the 1982 purchase of Norwich-Eaton Pharmaceuticals, makers of Pepto Bismol and 
Chloraseptic. The company completed its biggest purchase in 1985, with the acquisition of 
the Richardson-Vicks Company, maker of Vicks respiratory care products, NyQuil cold 
remedies, and Oil of Olay skin care products, for $1.2 billion; and bought the motion-
sickness treatment Dramamine and the laxative Metamucil from G.D. Searle & Co. These 
purchases made Procter & Gamble a leader in over-the-counter drug sales. In 1985, unable 
to squelch perennial rumors linking Procter & Gamble's famous moon-and-stars logo to 
Satanism, the company reluctantly removed the logo from product packages. The logo 
began to reappear on some packages in the early 1990s, and the company continued to use 
the trademark on corporate stationary and on its building.  
During fiscal 1985, Procter & Gamble experienced its first decline in earnings since 1953. 
Analysts maintained that Procter & Gamble's corporate structure had failed to respond to 
important changes in consumer shopping patterns and that the company's standard practice 
of extensive market research slowed its reaction to the rapidly changing market. The mass-
marketing practices that had served Procter & Gamble so well in the past lost their punch as 
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broadcast television viewership fell from 92 percent to 67 percent in the mid-1980s. Many 
large companies responded to the challenge of cable TV and increasingly market-specific 
media with appropriately targeted "micro-marketing" techniques, and Procter & Gamble 
was forced to rethink its marketing strategy. In the late 1980s Procter & Gamble diversified 
its advertising, reducing its reliance on network television. Computerized market research 
including point-of-sale scanning also provided the most up-to-date information on consumer 
buying trends.  
In 1987 the company restructured its brand-management system into a "matrix system." 
Category managers became responsible for several brands, making them sensitive to the 
profits of other Procter & Gamble products in their areas. Procter & Gamble brands 
continued to compete against one another, but far less actively. The restructuring also 
eliminated certain layers of management, quickening the decision-making process. The 
company became more aware of profitability than in the past. A company spokesperson 
summed it up for Business Week: "before it had been share, share, share. We get the share 
and the profits will follow." In the later 1980s, Procter & Gamble was no longer willing to 
settle just for market share.  
•  Noxell and blendax acquisitions in 1988: In September 1988 Procter & Gamble made 
its first move into the cosmetics business with the purchase of Noxell Corporation, maker of 
Noxema products and Cover Girl cosmetics, in a $1.3 billion stock swap. Procter & Gamble 
also planned to further develop its international operations. In 1988 the company acquired 
Blendax, a European health- and beauty-care goods manufacturer. In the 1990s Procter & 
Gamble also hopped on the so-called "green" bandwagon of environmental marketing. It 
reduced packaging by offering concentrated formulations of products in smaller packages 
and refill packs on 38 brands in 17 countries. While P&G expanded its presence in 
cosmetics and fragrances through the July 1991 acquisition of the worldwide  
 
•  Major restructurings and acquisitions in the mid- to late 1990s: Company sales 
surpassed the $30 billion mark in 1993. Under the leadership of Chairman and CEO Edwin 
L. Artzt and President John E. Pepper, Procter & Gamble that year launched a major 
restructuring effort aimed at making the company's brand-name products more price-
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competitive with private label and generic brands, bringing products to market faster, and 
improving overall profitability. The program involved severe cost-cutting, including the 
closure of 30 plants around the world and elimination of 13,000 jobs, or 12 percent of 
P&G's total workforce. Culminated in 1997, the $2.4 billion program resulted in annual 
after-tax savings of more than $600 million. It also helped to increase Procter & Gamble's 
net earnings margin from 7.3 percent in 1994 to 10.2 percent in 1998.  
During the restructuring period, the company continued its brisk acquisitions pace. In 1994 
P&G entered the European tissue and towel market through the purchase of Vereinigte 
Papierwerke Schickedanz AG's European tissue unit, and added the prestige fragrance 
business of Giorgio Beverly Hills, Inc. That year also saw Procter & Gamble reenter the 
South African market following the lifting of U.S. sanctions. In 1996 the company had set a 
goal of doubling sales from the $35 billion of 1996 to $70 billion by 2005. But sales stood at 
just $37.15 billion by 1998, only a 4 percent increase over the previous year--when 7 
percent increases were needed each year. A key element of this restructuring was a shift 
from an organization centered around the four geographic regions established in 1995 to one 
centered on seven global business units based on product lines: Baby Care, Beauty Care, 
Fabric & Home Care, Feminine Protection, Food & Beverage, Health Care & Corporate 
New Ventures, and Tissues & Towels.  
In June 1999 Jager extended the Organization 2005 restructuring to include several new 
initiatives. The company said that by 2005 it would eliminate 15,000 jobs, shutter about ten 
factories, and record restructuring costs of $1.9 billion. The aims were to increase 
innovation, get new products to the market faster, and accelerate both revenue and profit 
growth. In the meantime, P&G remained on the lookout for acquisitions and completed two 
significant ones in the latter months of 1999. In its biggest deal yet, Procter & Gamble laid 
out $2.22 billion in cash for the Iams Company, one of the leading makers of premium pet 
food in the United States, with annual global sales of approximately $800 million. P&G next 
acquired Recovery Engineering, Inc. for about $265 million. Based in Minneapolis, 
Recovery produced the fast-growing PUR brand of water-filter products, achieving $80 
million in sales in 1998. Among new products introduced in 1999 was Swiffer, an 
electrostatic dusting mop that was part of a new category of household product: quick 
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cleaning. The Swiffer line went on to become one of P&G's fastest-growing brands of the 
early 2000s. Also debuting in 1999 were Febreze, a spray used to eliminate odors in fabrics, 
and Dryel, a home dry-cleaning kit.  
• Early 2000s: further restructuring, hair-care acquisitions: Early in 2000 Procter & 
Gamble placed itself in the middle of a major takeover battle in the pharmaceutical industry. 
Late in the previous year, Warner-Lambert Company had agreed to a nearly $70 billion 
merger with American Home Products Corporation (AHP). Pfizer Inc. quickly stepped in 
with a hostile bid for Warner-Lambert that exceeded AHP's offer. Warner-Lambert 
attempted to fend off Pfizer, bringing P&G into the picture in January 2000 to discuss a 
three-way deal involving AHP. But Jager was forced to abandon the white knight maneuver, 
which would have been a huge and risky move into the drug business, when word leaked 
out to the press and the company's stock price plummeted. Around this same time, Jager 
reportedly approached the Gillette Company, best known for its razors, about a takeover but 
was quickly rebuffed.  
In June 2000, after the company issued its third profit warning in a year, Jager resigned. 
Taking over as president and CEO was A.G. Lafley, who had joined the company in June 
1977 as a brand assistant for Joy and had most recently been in charge of the global beauty 
care unit. At the same time, Pepper returned to the company board as chairman. Lafley 
slowed down the rush to get products to market in order to make sure that they received the 
proper marketing support, while at the same time focusing more of the company's resources 
on shoring up its big core brands--the top dozen or so products, each of which brought in 
more than $1 billion in global revenues annually.  
In March 2001 Procter & Gamble reached an agreement with the Coca-Cola Company to 
create a $4 billion joint venture designed to join Coke's Minute Maid brand and distribution 
network with P&G's Pringles chips and Sunny Delight drink brands. But Coca-Cola pulled 
out of the deal just a few months later, having decided to try to build the Minute Maid brand 
on its own. Despite this setback, P&G succeeded in paring back its ever more marginal food 
business by selling the Jif peanut butter and Crisco shortening brands to the J.M. Smucker 
Company. The deal, completed in May 2002, was valued at about $900 million. In 
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November 2001, meantime, P&G consummated its largest acquisition yet, buying the 
Clairol hair-care business from Bristol-Myers Squibb Company for nearly $5 billion in cash. 
Also brought out in 2001 were Crest Whitestrips, a tooth whitening product. These two new 
products helped increase global sales of the Crest brand by 50 percent, propelling it past the 
$1 billion mark during fiscal 2002.  
In September 2003 the company acquired a controlling interest in Wella AG for $6.27 
billion. Based in Germany, Wella was a leading maker of professional hair-care products 
with 2002 revenues of $3.6 billion. The deal provided P&G with an entrée into the salon 
market, where about half of Wella's sales were generated. Procter & Gamble also bolstered 
its dental care line by acquiring the Glide brand of dental floss from W.L. Gore & 
Associates, Inc. In September 2003, under a marketing and distribution agreement with 
AstraZeneca PLC, P&G began selling Prilosec OTC, an over-the-counter version of 
AstraZeneca's blockbuster heartburn medication, Prilosec.  
In April 2004 Procter & Gamble reached an agreement to sell its Sunny Delight and Punica 
drinks businesses to J.W. Childs Associates LP, a private-equity firm in Boston. This further 
paring of the foods business left P&G with just two main food brands, Pringles and Folgers. 
The snacks and beverages unit accounted for only 7 percent of the company's total revenues 
in fiscal 2004. At the beginning of fiscal 2005 P&G realigned its business units, shifting its 
five previous units into three: global beauty care; global health, baby, and family care; and 
global household care. Pringles and Folgers were placed within the latter unit. Sales for 
fiscal 2004 surged 19 percent, surpassing the $50 billion mark for the first time. Net 
earnings jumped 25 percent, hitting $6.48 billion. The newly invigorated company 
continued its streak of paying dividends without interruption since its 1890 incorporation, 
and it also increased its dividend for the 48th straight year.  
• Principal subsidiaries: Cosmopolitan Cosmetics GmbH (Germany); The Folger Coffee 
Company; Giorgio Beverly Hills, Inc.; The Iams Company; Max Factor & Co.; Noxell 
Corporation; Olay Company, Inc.; P&G-Clairol, Inc.; Procter & Gamble Pharmaceuticals, 
Inc.; PUR Water Purification Products, Inc.; Tambrands Inc.; Vick International 
Corporation; Vidal Sassoon Co.; Procter & Gamble Australia Proprietary Limited; Procter 
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& Gamble Inc. (Canada); Procter & Gamble France S.N.C.; Wella AG (Germany); Procter 
& Gamble India Holdings, Inc.; Procter & Gamble Italia, S.p.A. (Italy); Procter & Gamble 
Nederland B.V. (Netherlands); Procter & Gamble Switzerland SARL; Procter & Gamble 
Limited (U.K.); Thomas Hedley & Co. Limited (U.K.); Yardley of London Ltd. (U.K.).  
(ii) Products of Procter and Gamble: Since its founding in 1837, Procter & Gamble has 
become the world's largest consumer product manufacturer, with a lineup of famous brands. 
The brands are sold through three global business units and include Tide laundry detergent, 
Charmin toilet paper, Pantene shampoo, Cover Girl cosmetics, Folgers coffee, and Iams pet 
food. P&G completed its acquisition of Gillette in October 2005 and since 2001 it has 
doubled the sales it derives from developing markets 
Adbrands coverage of Procter & Gamble is split across several different pages. As of July 
2006, the group operates three main global business units: P&G Beauty, P&G Household 
Care and P&G Global Health & Well Being. In addition, Adbrands tracks several 
geographic units: Procter & Gamble Latin America and Procter & Gamble Europe, as well 
as Procter & Gamble UK, Procter & Gamble Germany, Procter & Gamble France; Procter 
& Gamble India and Procter & Gamble Japan. Individual brands covered include Pampers, 
Gillette, Charmin, Crest, Iams, Clairol, Always, Tampax, Olay, Pantene, Wella, P&G 
Prestige Products, Tide / Ariel, Folgers and Pringles The list of products of the company is 
given below: 
Fabric care 
• Ariel Front-O-Mat 
• Ariel 2 Fragrances 
• Tide Detergent 
• Tide Bar 
Hair care 
• Pantene Pro V 
• Head & Shoulders 
• Rejoice 
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Baby care 
• Pampers 
Health care 
• Vicks Tablets 
• Vicks cough syrup 
• Vicks vaporub 
• Vicks Formula 44  
• Vicks Inhaler. 
(iii) SWOT analysis of P&G: SWOT analysis of the company is as follows: 
Strengths:  
• In India the distribution network is strong upto suburban areas.  
• Products and brans of the compapany are more preferred by the customers.  
• Low cost operations due to better technology and well managed workforce. 
• Competent employees at all levels to handle the competitive situation in markets. 
Weaknesses:  
• Export of the company is limited. 
• Difficult to develop image of the products in the beginning in Indiam markets.   
• No major weakness of the company has been noticed so far.  
Opportunities:  
• Large increasing domestic market with future potential to grow.  
• Export potential can be utilized by the company. 
• Cost competitive advantage to the company due to favourable factors in economy. 
• Opportunity to increase sales, revenute, profits and image of the company.  
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Threats:  
• Imports from low cost producting countries like China giving tough competition.  
• Tax exemption is not available much.  
• Slowdown in demand due to inflation, draughts and recession in economy. 
• Poor transportation and infrastructure in rural markets. 
(iv) Market share: Procter & Gamble (P&G) is America’s biggest maker of household 
products, with at least 250 brands in six main categories: laundry and cleaning (detergents), 
paper goods (toilet paper), beauty care (cosmetics, shampoos), food and beverages (coffee, 
snacks), feminine care (sanitary towels) and health care (toothpaste, medicine).. 
P&G’s famous brands include Ariel, Pantene, Head & Shoulders, Fabreze, Sunny Delight, 
and Oil of Olaz. About half of P&G's sales come from its top ten brands. P&G also makes 
pet food and PUR water filters and produces the soap operas. P&G produces chemicals. 
Today, P&G markets its products to more than five billion consumers in 130 countries. The 
company has on-the-ground operations in over 70 countries around the world, and employs 
more than 106,000 people. Last year’s (2000) turnover equalled $37 billion [£25,6 billion]. 
 
P&G is one of the world’s biggest advertisers. Advertising Age estimate a 1999 media 
spend of $4.7bn of which around $3bn was outside the US, making it the world'ssecond 
advertiser Fortune 500 lists America’s Top Performing Companies. P&G ranks 39 th on the 
list, before its main competitor Johnson & Johnson and Kimberly-Clark. P&G also 
outperforms Unilever and Nestle, the company’s main competitors overseas. 
 
(c) Britanian Industries 
 
(i) History: The story of one of India's favourite brands reads almost like a fairy tale. Once 
upon a time, in 1892 to be precise, a biscuit company was started in a nondescript house in 
Calcutta (now Kolkata) with an initial investment of Rs. 295. The company we all know as 
Britannia today.  
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The beginnings might have been humble-the dreams were anything but. By 1910, with the 
advent of electricity, The Company was incorporated on 21st March, 1918 as a public 
limitedcompany under the Indian Companies Act, VII of 1913.  The CompanyManufacture 
bakery and soyabean products, export of cashew Kernelsmarine products, general 
merchandise items and computer software. In 1921 he Company obtained a priority of 
Certificate and imported newmachinery thereby becoming the first biscuit company in India 
to install and run a gas oven plant. A new factory was established at Kasara Pier Road in 
1924 in Mumbai. In the same year, the Company became a subsidiary of Peek, Frean & Co. 
Ltd., U.K., a leading biscuit manufacturing company, and further strengthened its position 
by expanding the factories at Calcutta and Mumbai. 
 
 Britannia mechanised its operations, and it became the first company east of the Suez Canal 
to use imported gas ovens. Britannia's business was flourishing. But, more importantly, 
Britannia was acquiring a reputation for quality and value. As a result, during the tragic 
World War II, the Government reposed its trust in Britannia by contracting it to supply large 
quantities of "service biscuits" to the armed forces. 
As time moved on, the biscuit market continued to grow and Britannia grew along with it. In 
1975, the Britannia Biscuit Company took over the distribution of biscuits from Parry's who 
till now distributed Britannia biscuits in India. The company brought its first public offer of 
shares in 1978. After the issue of shares to the Indian public, the non-resident holding in the 
Company was reduced to less than 40%. 18, 00,000 Equity shares issued at a premium of Rs 
5 per share. 4, 06,286 shares offered as rights to resident Indian shareholders in proportion 
1:5.  43,714 shares offered to the Company's employees; 1,00,000 shares to UTI and 50,000 
shares each to LIC and GIC were reserved for allotment and 11,50,000 shares offered to the 
public during January/February. 
 
 In 1979 with effect from 3rd October, the name of the Company was changed from the 
Britannia Biscuit Co., Ltd., to Britannia Industries Ltd. Further in 1980 the Company signed 
a 10 year technical collaboration agreement with Nebico Pvt. Ltd., Nepal, for the supply of 
know-how relating to manufacturing, packaging and marketing of biscuits and selection of 
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plant and machinery. In the subsequent public issue of 1978, Indian shareholding crossed 
60%, firmly establishing the Indianness of the firm. Four years later in 1983, it crossed the 
Rs. 100 crores revenue mark.  
 
On the operations front, the company was making equally dynamic strides. In 1992, it 
celebrated its Platinum Jubilee. In 1997, the company unveiled its new corporate identity - 
"Eat Healthy, Think Better" - and made its first foray into the dairy products market. In 
1999, the "Britannia Khao, World Cup Jao" promotion further fortified the affinity 
consumers had with 'Brand Britannia'. In 1999 Britannia Industries Ltd has rolled out its 
flavoured milk brand `Zip-Sip' in tetrapaks.  Zip-Sip has been launched in Mumbai and 
some markets in the South.- Britannia Industries, launching the country's first branded 
flavoured milk is another step towards its goal of becoming a dairy-products giant.In a move 
meant to sharply increase its India-profile, `knowledge major' Encyclopaedia Britannica Inc 
plans to come out - for the first time - with India and south Asia-specific volumes targeted at 
school children as well as institutions and the general `knowledge-seeker'. 
 
Britannia strode into the 21st Century as one of India's biggest brands and the pre-eminent 
food brand of the country. It was equally recognised for its innovative approach to products 
and marketing: the Lagaan Match was voted India's most successful promotional activity of 
the year 2001 while the delicious Britannia 50-50 Maska-Chaska became India's most 
successful product launch. In 2002, Britannia's New Business Division formed a joint 
venture with Fonterra, the world's second largest Dairy Company, and Britannia New 
Zealand Foods Pvt. Ltd. was born. In recognition of its vision and accelerating graph, 
Forbes Global rated Britannia 'One amongst the Top 200 Small Companies of the World', 
and The Economic Times pegged Britannia India's 2nd Most Trusted Brand.  
In 2006 Britannia Industries Ltd has forged a strategic alliance with CCD Daily Bread Pvt 
Ltd a Bangalore based Company engaged in manufacturing and retailing of premium 
breads, cakes and high end ready to eat foods and snacks. Britannia Industries Ltd has 
appointed Mr. Stephan Gerlich as a Director.-Britannia Industries Ltd has informed that Mr. 
Durgesh Mehta has joined the Company as the Chief Financial Officer (CFO) with effect 
from November 16, 2006.-Britannia re-launched NutriChoice Hi-Fibre Digestive biscuits in 
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an international large sized biscuit pack. Britannia industries formed a joint venture with the 
Khimji Ramdas Group and acquired a 70 percent beneficial state in the Dubai-based 
Strategic Foods International Co. LLC and 65.4% in the Oman-based Al Sallan Food 
Industries Co. SAOG in 2007. Britannia NutriChoice SugarOut range introduced - 1st of its 
kind of biscuits to be be launched in India with No Added Sugar (Variants -Chocolate 
Cream, Orange Cream, and Litetime). 
 
 In 2008 Britannia NutriChoice 5 Grain biscuits launched - Biscuits with the goodness of 5 
health Cereals, and sweetened with Natural honey. Britannia Nutrichoice promised 
consumers Bhook Bhagao, Kuch Healthy Khao -Britannia launched Iron fortified 'Tiger 
Banana' biscuits, 'Good Day Classic Cookies', Low Fat Dahi and renovated 'MarieGold'. 
Next year Britannia NutriChoice Nature Spice Crackers launched - Your favorite Cream 
Crackers now made even more exciting with the addition of Sabut Ajwain and Jeera spices. 
Britannia NutriChoice launches a New Year pack - the Health Starter Kit, created for 
everyone who makes New Year resolutions and doesn’t follow through in 2010. 
 
Today, more than a century after those tentative first steps, Britannia's fairy tale is not only 
going strong but blazing new standards, and that miniscule initial investment has grown by 
leaps and bounds to crores of rupees in wealth for Britannia's shareholders. The company's 
offerings are spread across the spectrum with products ranging from the healthy and 
economical Tiger biscuits to the more lifestyle-oriented Milkman Cheese. Having succeeded 
in garnering the trust of almost one-third of India's one billion populations and a strong 
management at the helm means Britannia will continue to dream big on its path of 
innovation and quality. And millions of consumers will savour the results, happily ever 
after. 
(ii)  Products of Britania Industries: Britani Industries mainly produce biscuits and the list 
of the products of the company is given below: 
• Dairy products 
Dairy products contribute close to 10 per cent to Britannia's revenue. Britannia trades and 
markets dairy products and its dairy portfolio grew at 47% in 2000-01 and by 30% in 2001-
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02. Britannia holds an equity stake in Dynamix Dairy and had outsourced the bulk of its 
dairy products from its associate. Its main competitors are Nestle India, and the National 
Dairy Development Board (NDDB), and Amul. On 27 October 2001, Britannia announced a 
joint venture with Fonterra Co-operative Group of New Zealand, an integrated dairy 
company from procurement of milk to making value-added products such as cheese and 
buttermilk. Britannia planned to source most of the products from New Zealand, which they 
would market in India.[6] The joint venture will allow technology transfer to Britannia. 
Britannia and New Zealand Dairy each holding 49% of the JV, and the remaining 2 per cent 
held by a strategic investor. Britannia has also tentatively announced that its dairy business 
would be transferred and run by the joint venture. 
The authorities' approval to the joint venture obliged the company to start manufacturing 
facilities of its own. It would not be allowed to trade, except at the wholesale level, thus 
pitching it in competition with Danone, which had recently established its own dairy 
business. 
• Biscuits 
The company's factories have an annual capacity of 433,000 tonnes. The brand names of 
biscuits include Vita Marie Gold, Tiger, Nutrichoice Junior, Good Day, 50-50, Treat, Pure 
Magic, Milk Bikis, Good Morning, Bourbon, Thin Arrowroot, Nice and many more. Tiger, 
the mass market brand, realized $150.75 million in sales including exports to countries 
including the U.S. and Australia, or 20% of Britannia revenues in 2006. 
(iii) SWOT analysis Britannia Industries Ltd.: SWOT analysis of the company is as 
follows: 
Strengths:  
• The company is of Indian origin and having good knowledge of markets.   
• Products of company are more preferred by the customers.  
• Low cost operations due to local favourable conditions. 
• Competent employees at all levels to handle the competitive situation in markets. 
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Weaknesses:  
• Export of the company is limited due to its production capacity.  
• Level of technology is not very high.    
• High cost is involved in research and development activities. 
Opportunities:  
• Greater opportunity for expansion. 
• Export can be increased. 
• Cost competitive advantage to the company due to local conditions favourable. 
• Opportunity to increase sales, revenue, profits and image of the company due to 
increasing demands.  
Threats:  
• Imports from low cost producing countries like China giving tough competition.  
• Tax exemption is as per government permission.  
• Slowdown in demand due to inflation, draughts and recession in economy. 
• Poor transportation and infrastructure in rural markets. 
(iv) Market share of Britannia: Shareholders can hold the Britannia Industries stock, 
given its relative low valuation vis-a-vis other FMCG players. At its current price-earnings 
multiple of about 15 times its trailing 12-month earnings, the stock valuation is at a discount 
to other FMCG peers, which are hovering at 20-22 times. However, significant price 
appreciation on the stock is unlikely in the near term. The company's numbers for the June 
quarter display a continuing trend of decelerating sales growth, suggesting loss of market 
share to rivals in the biscuit business. Profit growth has been outpacing sales growth due to 
cost savings. This is likely to continue as the company ramps up production in the newly-
commissioned manufacturing facility in Uttaranchal and reaps tax savings. The company's 
ongoing buyback programme may also provide a stable underpinning to the stock price. 
• Sales growth losing steam: Britannia Industries' sales growth for the just ended June 
quarter was at 2.7 per cent, indicating that the company grew at a much slower rate than the 
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sector, which posted double-digit growth. Sales growth has also been on a steady downward 
spiral since the December quarter of 2004, decelerating from 12 per cent in September 2004 
to the present 3 per cent. The skidding sales growth could be a sign that competitors such as 
ITC's Sunfeast are eroding Britannia's dominance in the biscuit market. ITC has been 
steadily adding to its biscuit portfolio, with products such as Marie Light, Sunfeast Milky 
Magic, and rolling out a wide range of cream biscuits under the Sunfeast banner. This 
enhances competition for Britannia at the premium end of the market, which it has so far 
dominated with its `Treat' range of cream biscuits. In the mid-priced segment, with regional 
competitors such as Surya Foods (Priyagold) expanding distribution reach, there has been a 
significant erosion of pricing power, with product prices remaining unchanged for over two 
to three years now. These appear to have taken a toll on Britannia's market share and, thus, 
sales growth numbers. The long-term outlook for Britannia's business will hinge on a revival 
in sales growth. This will depend, for now, on the success of product launches such as Duet 
Treat, and buoyancy in rural market growth — a key market for the Tiger brand. 
 
• Profit growth robust: While sales growth is winding down, profit growth at Britannia 
continues to be robust. Net profits for the June quarter rose a healthy 22 per cent, after 
adjusting for exceptional items that magnified the previous year's numbers and suppressed 
this years'. This is notable given the inflationary trend in prices of inputs such as sugar and 
wheat in this particular quarter. The significant expansion in the company's profit margin 
suggests that the restructuring measures put in place over the past year are paying off. Over 
the past year, Britannia has closed its manufacturing facilities at Mumbai, reduced its 
workforce through a VRS and streamlined its procurement and supply chain. As a result of 
such measures, cash flows from operations have risen about 80 per cent in 2004-05 and debt 
has been trimmed to negligible levels. 
 
• Likely to outpace sales growth: Profit growth could continue to be robust in the coming 
quarters, as the company shifts a substantial portion of its biscuit manufacture to its new 
facility at Uttaranchal, a tax-free zone. Though this unit was commissioned in April, the 
company expects the facility to ramp up to full capacity by the third (December) quarter of 
this year. Given that Britannia's excise and tax outgo has been almost flat in the June 
quarter; one can assume that the benefits from the excise and tax savings at the new unit are 
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yet to reflect in a big way on the company's numbers. This offers promise for a further 
expansion in profitability over the next couple of quarters, if the company manages to keep 
a tight rein on input costs. The superior cost-efficiencies in the new unit could also help 
relieve some of the pricing pressures on Britannia and help it offer better value on its 
brands. 
 
(d) Colgate Palmolive Limited 
 
(i) History: In 1806, William Colgate, himself a soap and candle maker, opened up a starch, 
soap and candle factory on Dutch Street in New York City under the name of "William 
Colgate & Company". In the 1840s, the firm began selling individual cakes of soap in 
uniform weights. In 1857, William Colgate died and the company was reorganized as 
"Colgate & Company" under the management of Samuel Colgate, his son. In 1872, Colgate 
introduced Cashmere Bouquet, a perfumed soap. In 1873, the firm introduced its first 
toothpaste, aromatic toothpaste sold in jars. His company sold the first toothpaste in a tube, 
Colgate Ribbon Dental Cream, in 1896. By 1908 they initiated mass selling of toothpaste in 
tubes. His other son, James Boorman Colgate, was a primary trustee of Colgate University 
(formerly Madison University). 
In Milwaukee, Wisconsin, the "B.J. Johnson Company" was making a soap entirely of palm 
and olive oil, the formula of which was developed by B.J. Johnson in 1898. The soap was 
popular enough to rename their company after it - "Palmolive" At the turn of the century 
Palmolive, which contained both palm and olive oils, was the world's best-selling soap, and 
extensive advertising included The Palmolive Hour, a weekly radio concert program which 
began in 1927 and Palmolive Beauty Box Theater which ran from 1934 to 1937. A Kansas-
based soap manufacturer known as the "Peet Brothers" merged with Palmolive to become 
Palmolive-Peet.  
Colgate-Palmolive has long been in fierce competition with Procter & Gamble, the world's 
largest soap and detergent maker. P&G introduced its Tide laundry detergent shortly after 
World War II, and thousands of consumers turned from Colgate's soaps to the new product. 
Colgate lost its number one place in the toothpaste market when P&G started putting 
fluoride in its toothpaste. In the beginning of television, "Colgate-Palmolive" wished to 
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compete with Procter & Gamble as a sponsor of soap operas. Although the company 
sponsored many shows in part, they were most famous for being the full sponsor of the 
serial The Doctors. 
From a modest start in 1937, when hand-carts were used to distribute Colgate Dental Cream, 
Colgate-Palmolive (India) Ltd. today has one of the widest distribution networks in India – a 
logistical marvel that spans around 3.5 million retail outlets across the country, of which the 
Company services 9.40,000 outlets directly. The Company has grown to Rs. 1475 crores 
plus with an outstanding record of enhancing value for its strong shareholder base. Colgate's 
strong focus on Oral Care in India while building its Personal Care business coupled with a 
simple, but sound worldwide financial strategy, has helped deliver consistent shareholder 
value. Colgate consistently increases gross margin while at the same time reducing overhead 
expenses. The increase in gross margin and the reduction in overhead expenses provide the 
money to invest in advertising to support the launch of new brands  
Year 1937 The Company was incorporated on 23rd September, as a private limited 
company. The Company Manufacture and market dental care products (dental cream and 
tooth powder), hair care products (hair oils, shampoos, brilliantine) and other personal care 
products such as shaving creams, and lotions, face creams, baby powder, talcum powder, 
etc. The products are marketed under the trade marks "Colgate", "Palmolive", "Halo" and 
"Charmis".  A distribution set up was also developed on an all-India basis with warehouse 
facilities in Mumbai, Chennai and Calcutta.  Colgate-Palmolive Company, U.S.A. 
supplemented this reinvestment by providing, technical assistance, new product information 
and its worldwide developments in quality dental care and other personal care products. The 
Company has its own research and development facilities.  
Dr. Mark L. Morris develops a pet food to help save a guide dog named Buddy from kidney 
disease in 1939. This breakthrough leads to the first Hill's Prescription Diet product. 1947 -
Ajax cleanser is launched, establishing a powerful now-global brand equity for cleaning -
products. 1953 -Colgate-Palmolive Company becomes company's official name. 1956 -
Colgate opens corporate headquarters at 300 Park Avenue in New York City.  
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In 1962 Colgate opens research center in Piscataway, NJ. -Fabric conditioner is launched in 
France as Soupline. Today, fabric conditioners are sold in over 54 countries around the 
world. 1966 -Palmolive dishwashing liquid is introduced and today it is sold in over 35 
countries. 1968 -Colgate toothpaste adds MFP Fluoride, clinically proven to reduce cavities. 
1970 -Irish Spring launches in Germany as Irische Frhling and in Europe as Nordic 
Spring. In 1972, Irish Spring is introduced in North America. 1972 -Colgate acquires Hoyt 
Laboratories, which later becomes Colgate Oral Pharmaceuticals. 1975 -Caprice hair care 
launches in Mexico. Today, hair care products are sold in over 70 countries, with variants to 
suit every type of hair need. 1976 -Colgate-Palmolive acquires Hill's Pet Nutrition.  
In 1982 19, 65,000 Bonus equity shares issued in prop. 1:1. 1983 -Colgate Plus toothbrush 
is introduced. Today, over 1.6 billion Colgate toothbrushes are sold out annually worldwide. 
If you lined them up end to end, they would circle the globe 16 times. Again in 1985, 39, 
30,000 bonus shares issued in prop. 1:1. Protex bar soap is introduced, and today offers all-
family antibacterial protection in over 56 countries. -Colgate-Palmolive enters into a joint 
venture with Hong Kong-based Hawley & Hazel, a leading oral care company, which adds 
strength in key Asian markets. 1986 -The Chairman's You Can Make A Difference Program 
is launched, recognizing innovation and executional excellence by Colgate people. 1987 -
Colgate acquires Softsoap liquid soap business from the Minnetonka Corporation. Today, 
Colgate is the global leader in liquid hand soap.  
The Company acquired the oral hygiene business of Hindustan Ciba-Geigy Ltd in 1994.  
The Company offered 123, 19,347 No. of equity shares of Rs 10 each at a premium of Rs 10 
per share on Rights basis in the proportion 1:10 (all were taken up). 2,40,000 shares of Rs 
10 each were issued to the employees at a premium of Rs 10 per share on an equitable basis 
(Details of allotment non-known). Also, 2,49,795 No. of equity shares of Rs 10 each at a 
premium of Rs 1 per share were issued to Colgate Palmolive Co., U.S.A., on preferential 
allotment basis to maintain their shareholding at 51%.  The Company launched Colgate 
fresh stripe tooth paste and palmolive naturals soap in personal care products segments, 
Keratin Treatment Shampoo and Palmolive optima in Hair care segment during the year. 
Axion dishwashing paste was test launched in Maharashtra.  
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In 1998 The Company received a licence for producing 24,000 tonnes per annum of fatty 
acids.  The company paid a dividend of Rs.4.50 per share in 3 instalments first interim 
Rs.1.60 second interim Rs.1.60 and final of Rs.1.30 per share. - Colgate is the market leader 
in oral care with its toothpaste commanding a market share of over 60 per cent, followed by 
Hindustan Lever with around 35 per cent. - The Monopolies and Restrictive Trade Practices 
Commission (MRTPC) has, in an interim order, directed Colgate to withdraw its long-
standing "Suraksha Chakra" advertisement within two weeks. Colgate-Palmolive (India) 
Ltd, a market leader in the toothpaste segment, suffered heavy setback during the first half 
of the current year due to stiff competition. - The company has established the Dicalcium 
Phosphate (DP) manufacturing facility at Aurangabad. - Colgate-Palmolive had launched 
the ad campaign for its new product Colgate Double Protection toothpaste in competition 
with rival brand Pepsodent from the Hindustan Lever stable.  
The corporate has launched the `Colgate Double Protection', `Colgate Total' and `Colgate 
Sensation'.in1999. The company started a new research and development centre, a 
manufacturing facility in Nepal, and completed a dicalcium phosphate facility in 
Aurangabad. - A three-judge bench of the Supreme Court allowed the appeal of Colgate 
Palmolive (India) Ltd with regard to the use of `Suraksha Chakra' in the advertisements of 
the company's toothpaste. - The re-launch of Pepsodent in July, and launch of Rs 3.50 a 
sachet of Pepsodent with a convenient nozzle has helped Colgate-Palmolive to increase its 
market share.  
In 2000 The Company has introduced two new variants to its Palmolive Naturals sopa range 
and has revitalised its sandalwood soap. - The Company has launch of two new variants in 
its Palmolive Naturals range of beauty soap lime and milk cream.- The Company has 
relaunched Colgate Gel as `Colgate Fresh Energy Gel. - Colgate-Palmolive (Nepal) Pvt. 
Ltd., a wholly owned subsidiary of Colgate-Palmolive (India) Ltd, has informed the stock 
exchange that a small group forcibly entered the plant of Colgate-Palmolive (Nepal) at 
Hetauda industrial estate and denoted two explosive devices.  The Company has launch of 
its International Palmolive Shave Gel and Palmolive Shave Foam in response to growing 
consumer interest in skin conditioning benefits 
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Year 2002 Graeme Dalziel, appointed as MD of Colgate Palmolive India for a period of 5 
years Colgate has hiked its market share from 45.9% to 50.2% in the toothpowder segment 
with the new strategies of consumer centric promotional initiatives, impactful visibility and 
an add campaign featuring sunil shetty. -Percept D'Mark has signed a deal with Colgate 
Palmolive, to offer miniature of cricket stars in the dental pack. -Colgate Palmolive has 
succeeded in the appeal challenging the MRTP Commission order. -Colgate-Palmolive 
launched its first miniature collectibles of India's Top Cricketer's 'collect your cricketer' 
promotion.  
In 2005, Colgate sold the under-performing brands Fab, Dynamo, Arctic Power, ABC, Cold 
Power and Fresh Start, as well as the license of the Ajax brand for laundry detergents in the 
U.S., Canada and Puerto Rico, to Phoenix Brands, LLC as part of their plan to focus on their 
higher margin oral, personal, and pet care products  In 2006, Colgate-Palmolive announced 
the intended acquisition of Tom's of Maine, a leading maker of natural toothpaste, for US 
$100 million. Tom's of Maine was founded by Tom Chappell in 1970.  Colgate has 
numerous subsidiary organisations spanning 200 countries, but it is publicly listed in only 
two, the United States and India. 
In June 2007, counterfeit Colgate toothpaste imported from China was found to be 
contaminated with diethylene glycol, and several people in eastern U.S. reported 
experiencing headaches and pain after using the product.[6] The tainted products can be 
identified by the claim to be manufactured in South Africa by Colgate-Palmolive South 
Africa LTD, they are 5oz/100ml tubes (a size which Colgate does not sell in the United 
States) and the tubes/packaging contain numerous misspellings on their labels. Colgate-
Palmolive claims that they do not import their products from South Africa into the United 
States or Canada and that DEG is never and was never used in any of their products 
anywhere in the world. The counterfeit products were found in smaller "mom and pop" 
stores, dollar stores and discount stores in at least four states.[7] 
Today, Colgate is a household name in India with one out of every two consumers using a 
modern dentifrice. Consistently superior quality, innovation and value for money products 
emerging out of advanced technology employed, has enabled Colgate to be voted ‘The Most 
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Trusted Brand’ in India across all brands and categories for four consecutive years in the 
Brand Equity AC Nielson ORG-MARG survey. Colgate has been the only brand to be 
ranked in the top three for all the six surveys and to hold the premier position for four 
consecutive years. This is a true measure of the trust and confidence that generations of 
consumers have placed in Colgate for their oral care needs. 
(ii) Products of Colgate Palmolive Limited: The Company is manufacture different types 
of products taking care of most of the segment of the population. The list of products 
includes toothpastes, toothbrushes. Toothpowders, whitening products, kids products, mouth 
wash products, body wash, handwash , hair care, skin care,  shaving creams, professional  
oral care and many other products. The list is givn below:  
Toothpastes: 
• Colgate Dental Cream 
• Colgate Max Fresh 
• Colgate Active Salt 
• Colgate Total 12 
• Colgate Sensitive 
• Colgate Kids 
• Colgate Advanced Whitening 
• Colgate Herbal 
• Colgate Cibaca 
• Colgate Fresh Energy Gel 
• Colgate Maxwhite 
Toothbrushes: 
• Colgate Massager 
• Colgate Navigator Plus 
• Colgate Extra Clean Gum Care 
• Colgate Sensitive Toothbrush 
• Colgate 360 Toothbrush 
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• Colgate Zig Zag 
Bodywash: 
• Palmolive Aroma Bodywash Relaxing 
• Palmolive Thermal Spa Bodywash Firming 
• Palmolive Aroma Bodywash Vitality 
• Palmolive Thermal Spa Bodywash Massage 
• Palmolive Naturals Moisturising Bodywash Milk & Almond 
• Palmolive Naturals Moisturising Bodywash Milk & Honey 
Liquid handwash: 
• Palmolive Naturals Milk and Honey Hand Wash 
• Palmolive Aroma Liquid Hand Wash Relaxing 
• Palmolive Naturals Liquid Hand Wash Family Health 
Other products 
The list of other products includes; 
• Hair Care-Palmolive Halo Shampoo 
• Skin Care -Palmolive Charmis Cream 
• Saving Cream -Shave Cream 
• Home Care-Axion - Dish Washing Paste 
• Gingivitis Treatment -Colgate PerioGard 
• Sensitivity Treatment -Colgate Sensitive, Colgate Gel Kam 
• Tooth Whitening-Colgate Visible White 
• Fluoride Therapy -Phos Flur 
• Mouth Ulcer Treatment -Oragard-B 
• Specialty Cleaning-Specialty Cleaning 
• Toothpowder-Colgate Super Rakshak 
• Whitening Products-Colgate Advanced Whitening 
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• Kids Product-Colgate Kids ToothPaste; Colgate Kids 2+ 
• Mouthwash-Colgate Pl 
(iii) SWOT Analysis of Colgate Palmolive Limited: A name synonymous with the   
Indian oral care industry is the undisputed market leader in toothpastes with over 45% share 
in the Rs 21 bn (90,000 TPA) oral care segment. The company's parent has a presence in 
over 200 countries worldwide: 
Strengths:  
• Well-established distribution network extending to urban, sub urban and rural areas. 
The products of the company are reaching to the customers even in rural areas. 
• Strong brands in the FMCG sector especially of toothpaste, tooth brush and creams.  
The brands are taken as products in the market. 
• Low cost operations due to availability of raw materials and workers for their factories. 
Weaknesses:  
• Low export levels because facing tough competition in international markets from other 
leading competitors..  
• Small scale sector reservations limit ability to invest in technology and achieve 
economies of scale.  
• Some of the products are not familiar in the market so lots of advertising efforts are 
needed. 
Opportunities:  
• Indian market is a very large market. The major parts of rural markets are not yeat 
covered. There is good potential for its products in market. 
• Export potential can be increased with special focus on niche markets. 
• Increasing income levels will result in faster revenue growth.  
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Threats:  
• Imports creating a threat for the company because the cheapter products are being 
dumped. 
• Tax and regulatory structure  increases the liability of the company and give impact on 
profitability 
• Slowdown in rural demand due to recession but there are chances of revival further.  
(iv) Colgate market share: Colgate has operations in North America, Latin America, 
Europe/South Pacific, and Greater Asia/Africa. The company divides its business into two 
product segments: Oral, Personal and Home Care, and Pet Nutrition. 
Oral Care: Colgate's most recognizable products are in oral care, including Colgate-brand 
toothpaste, toothbrushes, mouth rinses and dental floss. As of the end of 2008, the company 
holds a staggering 45.1% global market share with its flagship toothpaste product line.[7] 
Growth in this product line is highly dependent on rebranding and new product introduction. 
Colgate also produces pharmaceutical products for dentists and other oral health specialists. 
 Personal Care: Colgate has tried to grow this segment through acquisitions, taking a 
controlling stake in organic goods company Tom's of Maine in 2006. Primary brands: Irish 
Spring, Softsoap, Palmolive, Speed Stick, Lady Speed Stick, Crystal Clean, Team Spirit, 
Afta, Skin Bracer 
 Home Care: Ajax, Palmolive, Crystal White Octagon, and Dermassage dishwashing 
detergents/degreasers; Suavitel faric conditioners; Murphy and Ajax household cleaners.  
Pet Nutrition (13.9% of net sales, 15.3% of operating income) Colgate's Hill's Pet Nutrition 
makes specialty pet nutrition products for dogs and cats. Hill's pet products are marketed 
primarily under two brand names: Science Diet, a wide array of over-the-counter products 
for everyday use, and Prescription Diet, therapeutic products sold to help malnourished pets 
threatened by disease.  
Colgate-Palmolive Company today reported record net income and diluted earnings per 
share in fourth quarter 2009 of $631 million and $1.21, respectively.  Fourth quarter 2008 
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reported net income and diluted earnings per share was $497 million and $.94, respectively, 
which included $31 million of after-tax charges ($.06 per diluted share) related to the 2004 
Restructuring Program.  Excluding restructuring charges (which pertain only to 2008), net 
income and diluted earnings per share increased 20% and 21%, respectively.    
Worldwide sales were $4,081 million; up 11.5% versus the year ago quarter and unit 
volume increased 3.0%.  Global pricing increased 3.5% while foreign exchange added 
5.0%.  Organic sales (excluding foreign exchange, acquisitions and divestments) grew 6.5%.   
Gross profit margin increased to 59.5% in fourth quarter 2009 from 56.0% in the year ago 
period.  Excluding restructuring charges in 2008, gross profit margin increased 320 basis 
points to 59.5% in fourth quarter 2009 from 56.3% in fourth quarter 2008, primarily 
reflecting the benefits of increased pricing and cost-savings programs. 
Selling, general and administrative expenses were 34.2% and 33.7% of net sales in fourth 
quarter 2009 and 2008, respectively.  Excluding restructuring charges in 2008, selling, 
general and administrative expenses increased to 34.2% of net sales in fourth quarter 2009 
from 33.0% of net sales in fourth quarter 2008.  Worldwide advertising costs increased 50 
basis points as a percentage to sales versus the year ago period to 9.7% from 9.2%. 
Operating profit was $991 million in fourth quarter 2009 compared to $777 million as 
reported in fourth quarter 2008.  Excluding restructuring charges in 2008, operating profit 
rose 21% to $991 million in fourth quarter 2009 from $816 million in fourth quarter 2008, 
increasing to 24.3% from 22.3% as a percent to sales.    
Net cash provided by operations year to date increased by 42% to $3,277 million.  Working 
capital improved by 290 basis points from 2.5% to sales in 2008 to -0.4% to sales in 2009.  
These results reflect the strength of the Company's overall balance sheet and key ratios as 
well as its tight focus on working capital. 
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              Chart 4.4.1: Colgate Toothpaste Global Market Share 
 
 
 
 
          Chart 4.4.2: Colgate Mouthwash Global Market Share 
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        Chart 4.4.3: Colgate Manual Toothbrush Global Market Share  
 
(e) Nestle Ltd 
(i) History: The Nestlé Company was Henri Nestlé's search for a healthy, economical 
alternative to breastfeeding for mothers who could not feed theirinfants at the breast. In the 
mid-1860s Nestlé, a trained pharmacist began experimenting with various combinations of 
cow's milk, wheat flour and sugar in an attempt to develop analternative source of infant 
nutrition for mothers who were unable to breast feed. Hisultimate goal was to help combat 
the problem of infant mortality due to malnutrition.He called the new product Farine Lactée 
Henri Nestlé. Nestlé's first customer was a premature infant who could tolerate neither his 
mother'smilk nor any of the conventional substitutes, and had been given up for lost by 
localphysicians. People quickly recognized the value of the new product, after Nestlé'snew 
formula saved the child's life and within a few years, Farine Lactée Nestlé wasbeing 
marketed in much of Europe. 
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Henri Nestlé also showed early understanding of the power of branding. He had adopted his 
own coat of arms as a trademark; in Swiss German, Nestlé means 'littlenest'. One of his 
agents suggested that the nest could be exchanged for the whitecross of the Swiss flag. His 
response was firm: "I regret that I cannot allow you tochange my nest for a Swiss cross .... I 
cannot have a different trademark in everycountry; anyone can make use of a cross, but no-
one else may use my coat of arms."Meanwhile, the Anglo-Swiss Condensed Milk Company, 
founded in 1866 byAmericans Charles and George Page broadened its product line in the 
mid-1870s toinclude cheese and infant formulas. The Nestlé Company, which had 
beenpurchased from Henri Nestlé by Jules Monnerat in 1875, responded by launching 
acondensed milk product of its own. The two companies remained fierce competitorsuntil 
their merger in 1905. 
 
Some other important firsts occurred during those years. In 1875 Vevey resident Daniel 
Peter figured out how to combine milk and coco a powder to create milkchocolate. Peter, a 
friend and neighbour of Henri Nestlé, started a company thatquickly became the world's 
leading maker of chocolate and later merged with Nestlé.In 1882 Swiss miller Julius Maggi 
created a food product utilizing legumes that wasquick to prepare and easy to digest. His 
instant pea and bean soups helped launchMaggi & Company. By the turn of the century, his 
company was producing not onlypowdered soups, but bouillon cubes, and sauces and 
flavourings. 
 
The Company formed by the 1905 merger was called the Nestlé and Anglo-Swiss Milk 
Company. By the early 1900s, the Company was operating factories in the United States, 
Britain, Germany and Spain. In 1904, Nestlé added chocolate toits range of food products 
after reaching an agreement with the Swiss GeneralChocolate Company.Condensed-milk 
exports increased rapidly as the Company replaced sales agentswith local subsidiary 
companies. In 1907, the Company began full-scale manufacturing in Australia, its second-
largest export market. Warehouses were built in Singapore, Hong Kong, and Bombay to 
supply the rapidly growing Asian markets. 
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Most production facilities remained in Europe, however, and the onset of World War I 
brought severe disruptions. Acquiring raw materials and distributing products became 
increasingly difficult. Fresh-milk shortages throughout Europe forced factories to sell 
almost all their supplies to meet the needs of local towns. Nevertheless, the war created 
tremendous new demand for dairy products, largely in the form of government contracts. To 
keep up, Nestlé purchased several existing factories in the United States. By war's end, the 
Company had 40 factories, and its world production had more than doubled since 1914. The 
end of World War I brought with it a crisis for Nestlé. Government contracts dried up 
following the cessation of hostilities, and civilian consumers who had grown accustomed to 
condensed and powdered milk during the war switched back to fresh milk when it became 
available again. In 1921, the Company recorded its first loss.Rising prices for raw materials, 
the worldwide post-war economic slowdown, and deteriorating exchange rates deepened the 
gloom.Nestlé's management responded quickly, bringing in Swiss banking expert Louis 
Dapples to reorganize the Company. He streamlined operations to bring production in line 
with sales and reduced the Company's outstanding debt. 
 
The 1920s also saw Nestlé's first expansion beyond its traditional product line. The 
manufacture of chocolate became the Company's second most important activity. New 
products appeared steadily: malted milk, a powdered beverage called Milo, powdered 
buttermilk for infants, and, in 1938, Nescafé. The Brazilian Coffee Institute first approached 
Louis Dapples in 1930, seeking new products to reduce Brazil's large coffee surplus. Eight 
years of research produced a soluble powder that revolutionized coffee-drinking habits 
worldwide. Nescafé became an instant success and was followed in the early 1940s by 
Nestea. The effects of the onset of World War II were felt immediately by Nestlé. The first 
truly global conflict ended forever the traditional Company structure. To overcome 
distribution problems in Europe and Asia, factories were established in developing 
countries, particularly in Latin America.  As the end of the war approached, Nestlé 
executives found themselves unexpectedly heading up a worldwide coffee concern, as well a 
company built upon Nestlé's more traditional businesses. 
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The close of World War II marked the beginning of the most dynamic phase of Nestlé's 
history. Throughout this period, Nestlé's growth was based on its policy of diversifying 
within the food sector to meet the needs of consumers. Dozens of new products were added 
as growth within the Company accelerated and outside companies were acquired. In 1947, 
Nestlé merged with Alimentana S.A., the manufacturer of Maggi seasonings and soups, 
becoming Nestlé Alimentana Company. Meanwhile, Nescafé continued its astonishing rise. 
From 1950 to 1959, sales of instant coffee nearly tripled, and from 1960 to 1974, they 
quadrupled. Nestlé management reached the decision to diversify for the first time outside 
the food industry. In 1974, the Company became a major shareholder in L'Oréal, one of the 
world's leading makers of cosmetics. 
 
After the agreement with L'Oréal in 1974, Nestlé's overall position changed rapidly. Nestlé 
made its second venture outside the food industry by acquiring Alcon Laboratories, Inc., a 
U.S. manufacturer of pharmaceutical and ophthalmic products.Taking such a step in a time 
of increased competition and shrinking profit margins required boldness and vision. Under a 
new Chief Executive Officer, Helmut Maucher, Nestlé approached the 1980s with a 
renewed flexibility and determination to evolve. Thus, between 1980 and 1984, the 
Company divested a number of non-strategic or unprofitable businesses. In 1984, Nestlé's 
improved bottom line allowed the Company to launch a new round of acquisitions, 
including a public offer of $3 billion for the American food giant Carnation. At the time, the 
takeover, sealed in 1985, was one of the largest in the history of the food industry. 
 
The first half of the 1990s proved to be a favourable time for Nestlé: trade barriers crumbled 
and world economic markets developed into a series of more or less integrated trading areas. 
The opening of Central and Eastern Europe, as well as China, and a general trend towards 
liberalization of direct foreign investment was good news for a company with interests as 
far-flung and diverse as Nestlé. While progress since then has not been as encouraging, the 
overall trends remain positive. Nestlé opened the 20th century by merging with the Anglo-
Swiss Condensed Milk Company to broaden its product range and widen its geographical 
scope. In the new millennium, Nestlé is the undisputed leader in the food industry, with 
more than 470 factories around the world. In July 2000, Nestlé launched a Group-wide 
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initiative called GLOBE (Global Business Excellence), aimed at harmonizing and 
simplifying business process architecture; enabling Nestlé to realize the advantages of a 
global leader while minimising the drawbacks of size. 
 
There have also been two major acquisitions in North America, both in 2002: in July, Nestlé 
announced that the U.S. ice cream business was to be merged into Dreyer's, and in August, a 
USD 2.6bn acquisition was announced of Chef America, Inc., a leading U.S.-based hand-
held frozen food product business.The Company's strategy will continue to be guided by 
several fundamental principles. Nestlé's existing products will grow through innovation and 
renovation while maintaining a balance in geographic activities and product lines. Long-
term potential will never be sacrificed for short-term performance. The Company's priority 
will be to bring the best and most relevant products to people, throughout their lives. 
 
(ii) Products of Nestle India: Nestle India is one of the leading company in Indian FMCG 
sector. It is facing tough competition. Still it is maintaining it market position. It has 
developed many products and through research and development facilities, the company is 
having very innovative approach for further development of products. The majore products 
of the company are milk products, beverages, chocolates and confectioneries. The list of 
products is appended below: 
Milk products & nutrition 
• Nestle everyday dairy whitener  
• Nestle everyday ghee  
• Nestle milk  
• Nestle slim milk  
• Nestle nesvita pro-heart milk  
• Nestle fresh 'n' natural dahi  
• Nestle fresh 'n' natural slim dahi  
• Nestle jeera raita  
• Nestl enesvita dahi 
• Nnestle milkmaid fruit yoghurt  
• Nestle milkmaid  
• Nestle nido  
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Beverages 
 
• Nescafe classic  
• Nescafe sunrise premium  
• Nescafe sunrise special  
• Nescafe cappuccino  
• Nestea iced tea with green tea 
• Nnestea instant hot tea mixes nescafe 3in1 
• Prepared dishes and cooking aids 
• Maggi 2-minute noodles  
• Maggi vegetable atta noodles  
• Maggi cuppa mania  
• Maggi healthy soups  
• Maggi masala-ae-magic  
• Maggi sauces  
• Maggi pichkoo  
• Maggi pizza mazza 
• Maggi magic cubes  
• Maggi vegetable multigrainz noodles  
• Maggi bhuna masala  
• Maggi coconut milk powder  
• Maggi pazzta  
• Maggi sanjeevni cup soup 
 
Chocolates & confectionery 
• Nestle kit kat  
• Nestle kit kat chunky  
• Nestle munch  
• Nestle munch pop choc  
• Nestle milkybar  
• Nestle milkybar choc  
• Nestle bar-one  
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• Nestle milk chocolate  
• Polo  
• Nestle eclairs  
• Nestle milkybar eclairs  
• Nestle milkybar crispy wafer 
 
(iii) SWOT analysis of Nestle India:  Nestle India Limited is the Indian arm of Nestle SA, 
which holds a 51% stake in the company. It is one of the leading branded processed food 
companies in the country with a large market share in products like instant coffee, weaning 
foods, instant foods, milk products, etc. It also has a significant share in the chocolates and 
other semi-processed foods market. Nestlé's leading brands include Cerelac, Nestum, 
Nescafe, Maggie, Kitkat, Munch and Milkmaid. To strengthen its presence, it has been the 
company's endeavor to launch new products at a brisk pace and has been quite successful in 
its launches.  
• Strengths: Parent support - Nestle India has a strong support from its parent company, 
which is the world’s largest processed food and beverage company, with a presence in 
almost every country. The company has access to the parent’s hugely successful global folio 
of products and brands.  
Brand strength - In India, Nestle has some very strong brands like Nescafe, Maggi and 
Cerelac. These brands are almost generic to their product categories.  
Product innovation - The Company has been continuously introducing new products for its 
Indian patrons on a frequent basis, thus expanding its product offerings.  
• Weakness: Exports – The company’s exports stood at Rs 2,571 m at the end of 2003 
(11% of revenues) and continue to grow at a decent pace. But a major portion of this 
comprises of Coffee (around 67% of the exports were that of Nescafe instant to Russia). 
This constitutes a big chunk of the total exports to a single location. Historically, Russia has 
been a very volatile market for Nestle, and its overall performance takes a hit often due to 
this factor.  
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Supply chain - The Company has a complex supply chain management and the main issue 
for Nestle India is traceability. The food industry requires high standards of hygiene, quality 
of edible inputs and personnel. The fragmented nature of the Indian market place 
complicates things more.  
• Opportunities: Expansion - The Company has the potential to expand to smaller towns 
and other geographies. Existing markets are not fully tapped and the company can increase 
presence by penetrating further. With India's demographic profile changing in favour of the 
consuming class, the per capita consumption of most FMCG products is likely to grow. 
Nestle will have the inherent advantage of this trend.  
Product offerings - The Company has the option to expand its product folio by introducing 
more brands which its parents are famed for like breakfast cereals, Smarties Chocolates, 
Carnation, etc.  
Global hub - Since manufacturing of some products is cheaper in India than in other South 
East Asian countries, Nestle India could become an export hub for the parent in certain 
product categories.  
• Threat: Competition - The Company faces immense competition from the organised as 
well as the unorganised sectors. Off late, to liberalise its trade and investment policies to 
enable the country to better function in the globalised economy, the Indian Government has 
reduced the import duty of food segments thus intensifying the battle.  
Changing consumer trends - Trend of increased consumer spends on consumer durables 
resulting in lower spending on FMCG products. In the past 2-3 years, the performance of 
the FMCG sector has been lackluster, despite the economy growing at a decent pace. 
Although, off late the situation has been improving, the dependence on monsoon is very 
high.  
Sectoral woes - Rising prices of raw materials and fuels, and inturn increasing packaging 
and manufacturing costs are the woes for the company. But the companies’ may not be able 
to pass on the full burden of these onto the customers.  
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The food processing business in India is at a nascent stage. Currently, only about 10% of the 
output is processed and consumed in packaged form thus highlighting huge potential for 
expansion and growth. Traditionally, Indians believe in consuming fresh stuff rather then 
packaged or frozen, but the trend is changing and the new fast food generation is slowly 
changing.  
(iv) Market Shares of Nestle India: Food manufacturer Nestle will continue to maintain its 
position as a leader in the baby food sector in India, reports LiveMint.The news provider said that 
Nestle is well positioned in the country to benefits from the growth of the infant food and nutrition 
market, which is predicted to increase by ten to 12 per cent in the coming years. Nestle, which 
produces the Cerelac, Nestum and Nestogen brands, already has an 85 per cent share of the market 
and its infant products make up over 60 per cent of the company's sales in India. The company has 
been developing its infant nutrition products in 1867 and claims to be the world's leading nutrition, 
health and wellness company. Its infant and baby food brands across the globe include Nido, the 
number one children's milk brand, NaturNes baby food and Gerber. 
Nestle India Ltd. (Nestle), a 61.9% subsidiary of Nestle S.A. of Switzerland is  a leading player in 
the Indian fast moving consumer goods space, having a diversified product portfolio focusing on the 
‘health & wellness’ of its target audience. Nestle has presence in four key categories – Milk 
products, Beverages, Prepared dishes & cooking aids, Chocolates & confectionery. Nestle has been 
the market leader with 70% share in the Rs. 1000 crore instant noodles market and in the infant baby 
food segment. We believe Nestle India is best positioned to capture this growth owing to its strong 
core brands, wide distribution network and established sourcing relationships for raw materials 
through initiatives like Nestle Milk Districts. Nestle's special relationship with the farming 
community via social initiatives like education, providing water and women empowerment programs 
have been instrumental in aiding the company source a steady supply of milk, its key raw material, 
at cheaper rates. 
 
NI has an excellent understanding of the local market and has launched products that meet the tastes 
and needs of the local population.  The majority of its products currently cater to urban Indians and 
the company is progressively expanding its reach into rural areas as the country’s per capita income 
grows.   
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Nestle India is best positioned to capture this growth owing to its strong core brands, wide 
distribution network and established sourcing relationships for raw materials through initiatives like 
Nestle Milk Districts. Nestle's special relationship with the farming community via social initiatives 
like education, providing water and women empowerment programs have been instrumental in 
aiding the company source a steady supply of milk, its key raw material, at cheaper rates. 
 
Nestle is well positioned in the country to benefits from the growth of the infant food and nutrition 
market, which is predicted to increase by ten to 12 per cent in the coming years. Nestle, which 
produces the Cerelac, Nestum and Nestogen brands, already has an 85 per cent share of the market 
and its infant products make up over 60 per cent of the company's sales in India. 
 
(f) ITC Limited 
(i) The History: ITC was incorporated on August 24, 1910 under the name Imperial 
Tobacco Company of India Limited. As the Company's ownership progressively Indianised, 
the name of the Company was changed from Imperial Tobacco Company of India Limited 
to India Tobacco Company Limited in 1970 and then to I.T.C. Limited in 1974. In 
recognition of the Company's multi-business portfolio encompassing a wide range of 
businesses - Cigarettes & Tobacco, Hotels, Information Technology, Packaging, 
Paperboards & Specialty Papers, Agri-business, Foods, Lifestyle Retailing, Education & 
Stationery and Personal Care - the full stops in the Company's name were removed effective 
September 18, 2001. The Company now stands rechristened 'ITC Limited'. 
The Company’s beginnings were humble. A leased office on Radha Bazar Lane, Kolkata, 
was the centre of the Company's existence. The Company celebrated its 16th birthday on 
August 24, 1926, by purchasing the plot of land situated at 37, Chowringhee, (now renamed 
J.L. Nehru Road) Kolkata, for the sum of Rs 310,000. This decision of the Company was 
historic in more ways than one. It was to mark the beginning of a long and eventful journey 
into India's future. The Company's headquarter building, 'Virginia House', which came up 
on that plot of land two years later, would go on to become one of Kolkata's most venerated 
landmarks. 
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Though the first six decades of the Company's existence were primarily devoted to the 
growth and consolidation of the Cigarettes and Leaf Tobacco businesses, the Seventies 
witnessed the beginnings of a corporate transformation that would usher in momentous 
changes in the life of the Company.ITC's Packaging & Printing Business was set up in 1925 
as a strategic backward integration for ITC's Cigarettes business. It is today India's most 
sophisticated packaging house. In 1975 the Company launched its Hotels business with the 
acquisition of a hotel in Chennai which was rechristened 'ITC-Welcomgroup Hotel Chola'. 
The objective of ITC's entry into the hotels business was rooted in the concept of creating 
value for the nation. In 1979, ITC entered the Paperboards business by promoting ITC 
Bhadrachalam Paperboards Limited, which today has become the market leader in India. 
Bhadrachalam Paperboards amalgamated with the Company effective March 13, 2002 and 
became a Division of the Company, Bhadrachalam Paperboards Division. In November 
2002, this division merged with the Company's Tribeni Tissues Division to form the 
Paperboards & Specialty Papers Division. ITC's paperboards' technology, productivity, 
quality and manufacturing processes are comparable to the best in the world. It has also 
made an immense contribution to the development of Sarapaka, an economically backward 
area in the state of Andhra Pradesh. It is directly involved in education, environmental 
protection and community development. In 2004, ITC acquired the paperboard 
manufacturing facility of BILT Industrial Packaging Co. Ltd (BIPCO), near Coimbatore, 
Tamil Nadu. The Kovai Unit allows ITC to improve customer service with reduced lead 
time and a wider product range. 
In 1985, ITC set up Surya Tobacco Co. in Nepal as an Indo-Nepal and British joint venture. 
Since inception, its shares have been held by ITC, British American Tobacco and various 
independent shareholders in Nepal. In August 2002, Surya Tobacco became a subsidiary of 
ITC Limited and its name was changed to Surya Nepal Private Limited (Surya Nepal).  In 
1990, ITC set up the Agri Business Division for export of agri-commodities. The Division is 
today one of India's largest exporters. ITC's unique and now widely acknowledged e-
Choupal initiative began in 2000 with soya farmers in Madhya Pradesh. Now it extends to 
10 states covering over 4 million farmers.  In 2000, ITC forayed into the Greeting, Gifting 
and Stationery products business with the launch of Expressions range of greeting cards. A 
line of premium range of notebooks under brand “Paperkraft” was launched in 2002.  
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To augment its offering and to reach a wider student population, the popular range of 
notebooks was launched under brand “Classmate” in 2003. “Classmate” over the years has 
grown to become India’s largest notebook brand and has also increased its portfolio to 
occupy a greater share of the school bag. Years 2007- 2009 saw the launch of Children 
Books, Slam Books, Geometry Boxes, Pens and Pencils under the “Classmate” brand. In 
2008, ITC repositioned the business as the Education and Stationery Products Business and 
launched India's first environment friendly premium business paper under the “Paperkraft” 
Brand. ITC also entered the Lifestyle Retailing business with the Wills Sport range of 
international quality relaxed wear for men and women in 2000.  In 2006, Wills Lifestyle 
became title partner of the country's most premier fashion event - Wills Lifestyle India 
Fashion Week - that has gained recognition from buyers and retailers as the single largest B-
2-B platform for the Fashion Design industry. To mark the occasion, ITC launched a special 
'Celebration Series', taking the event forward to consumers. 
In 2000, ITC spun off its information technology business into a wholly owned subsidiary, 
ITC Infotech India Limited, to more aggressively pursue emerging opportunities in this area. 
Today ITC Infotech is one of India’s fastest growing global IT and IT-enabled services 
companies.  ITC's foray into the Foods business is an outstanding example of successfully 
blending multiple internal competencies to create a new driver of business growth. It began 
in August 2001 with the introduction of 'Kitchens of India' ready-to-eat Indian gourmet 
dishes. In 2002, ITC entered the confectionery and staples segments with the launch of the 
brands mint-o and Candyman confectionery and Aashirvaad atta (wheat flour). 2003 
witnessed the introduction of Sunfeast as the Company entered the biscuits segment. ITC's 
entry into marketing of Agarbattis in 2003 marked the manifestation of its partnership with 
the cottage sector. ITC's popular agarbattis brands include Spriha and Mangaldeep across a 
range of fragrances like Rose, Jasmine, Bouquet, Sandalwood, Madhur, Sambrani and 
Nagchampa. 
ITC introduced Essenza Di Wills, an exclusive range of fine fragrances and bath & body 
care products for men and women in July 2005. Company launched 'Fiama Di Wills', a 
premium range of Shampoos, Shower Gels and Soaps in September, October and December 
2007 respectively. The Company also launched the 'Superia' range of Soaps and Shampoos 
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in the mass-market segment at select markets in October 2007 and Vivel De Wills & Vivel 
range of soaps in February and Vivel range of shampoos in June 2008. 
(ii)  ITC Ltd products: ITC Ltd is one of India's premier private sector companies with 
diversified presence in businesses such as Cigarettes, Hotels, Paperboards & Specialty 
Papers, Packaging, Agri-Business, Packaged Foods & Confectionery, Information 
Technology, Branded Apparel, Greeting Cards, Safety Matches and other FMCG products. 
Presently, ITC has a market capitalisation of nearly US $ 15 billion and a turnover of over 
US $ 4.75 billion. It employs over 21,000 people at more than 60 locations across India. ITC 
has been rated among the World's Best Big Companies, Asia's 'Fab 50' and the World's Most 
Reputable Companies by Forbes magazine, among India's Most Respected Companies by 
Business World and among India's Most Valuable Companies by Business Today.  
ITC is involved in different businesses and products of the company are following: 
• Cigarettes: ITC is the market leader in cigarettes in India and has a wide range of 
popular brands such as Insignia, India Kings, Classic, Gold Flake, Silk Cut, Navy Cut, 
Scissors, Capstan, Berkeley, Bristol and Flake in its portfolio.  
 
• Packaging: ITC's Packaging & Printing Business is the country's largest convertor of 
paperboard into packaging. It was set up in 1925 as a strategic backward integration for 
ITC's Cigarettes business. It offers a variety of value-added packaging solutions for the food 
& beverage, personal products, cigarette, liquor, cellular phone and IT packaging industries.  
 
• Hotels: ITC entered the hotels business in 1975 with the acquisition of a hotel in 
Chennai which was rechristened Hotel Chola. Today ITC-Welcomgroup with over 70 hotels 
is one of the foremost hotel chains in India.  
 
• Paperboards: In 1979, ITC entered the Paperboards business by promoting ITC 
Bhadrachalam Paperboards. ITC's Paperboards business has a manufacturing capacity of 
over 360,000 tonnes per year and is a market leader in India across all carton-consuming 
segments.  
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• Greeting, gifting & stationery: ITC's stationery brands "Paper Kraft" & "Classmate" 
are widely distributed brands across India. The Paperkraft designer stationery range consists 
of notepads & multi subject notebooks in hard, soft covers & multiple binding formats 
including spirals, wiros etc. ITC's Greeting & Gifting products include Expressions range of 
greeting cards and gifting products.  
 
• Safety matches: ITC's brands of safety matches include iKno, Mangaldeep, VaxLit, 
Delite and Aim. The Aim is the largest selling brand of Safety Matches in India. ITC also 
exports premium brands to markets such as Europe, Africa and the USA. 
 
• Aggarbattis: ITC has launched Mangaldeep brand of Aggarbattis with a wide range of 
fragrances like Rose, Jasmine, Bouquet, Sandalwood, Madhur, Durbar, Tarangini, Anushri, 
Ananth and Mogra. Mangaldeep is also being exported to USA, UAE, Bahrain, Nepal, 
Singapore, Malaysia, Oman and South Africa.  
 
• Lifestyle retailing: ITC entered the Lifestyle Retailing business with the Wills Sport 
range of international quality relaxed wear for men and women in 2000. The Wills Lifestyle 
chain of exclusive stores later expanded its range to include Wills Classic formal wear 
(2002) and Wills Clublife evening wear (2003). In 2002, ITC entered into the popular 
segment with its men's wear brand, John Players. In 2005, ITC introduced Essenza Di Wills, 
an exclusive line of prestige fragrance products.  
 
• Food: ITC made its entry into the branded & packaged Foods business in August 2001 
with the launch of the "Kitchens of India" brand. In 2002 it expanded into Confectionery, 
Staples and Snack Foods segments. ITC's brand in Food category include: Kitchens of India, 
Aashirvaad, Sunfeast, Mint-O, Candyman, and Bingo! 
 
•  Agri exports: ITC's International Business Division (IBD) is the country's second 
largest exporter of agri-products. ITC exports Feed Ingredients (Soyameal), Foodgrains 
(Rice, Wheat, and Pulses), Coffee & Spices, Edible Nuts, Marine Products, and Processed 
Fruits. 
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• E-choupal: The e-Choupal model of ITC has been very effective in tackling the 
challenges posed by the unique features of Indian agriculture, characterised by fragmented 
farms, weak infrastructure and the involvement of numerous intermediaries, among others. 
ITC's e-Choupal won the Stockholm Challenge 2006 award is for using information 
technology for the economic development of rural communities. 
 
(iii) SWOT analysis of ITC: ITC is one of India's biggest and best-known private sector 
companies. In fact it is one of the World's most high profile consumer operations. Its 
businesses and brands are focused almost entirely on the Indian markets, and despite being 
most well-known for its tobacco brands such as Gold Flake, the business is now diversifying 
into new FMCG (Fast Moving Consumer Goods) brands in a number of market sectors - 
including cigarettes, hotels, paper, agriculture, packaged foods and confectionary, branded 
apparel, personal care, greetings cards, Information Technology, safety matches, incense 
sticks and stationery.  
• Strengths: ITC leveraged it traditional businesses to develop new brands for new 
segments. For example, ITC used its experience of transporting and distributing tobacco 
products to remote and distant parts of India to the advantage of its FMCG products. ITC 
master chefs from its hotel chain are often asked to develop new food concepts for its 
FMCG business.  ITC is a diversified company trading in a number of business sectors 
including cigarettes, hotels, paper, agriculture, packaged foods and confectionary, branded 
apparel, personal care, greetings cards, Information Technology, safety matches, incense 
sticks and stationery. 
 
• Weaknesses: The company's original business was traded in tobacco. ITC stands for 
Imperial Tobacco Company of India Limited. It is interesting that a business that is now so 
involved in branding continues to use its original name, despite the negative connection of 
tobacco with poor health and premature death. 
To fund its cash guzzling FMCG start-up, the company is still dependant upon its tobacco 
revenues. Cigarettes account for 47 per cent of the company's turnover, and that in itself is 
responsible for 80% of its profits. So there is an argument that ITC's move into FMCG (Fast 
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Moving Consumer Goods) is being subsidised by its tobacco operations. Its Gold Flake 
tobacco brand is the largest FMCG brand in India - and this single brand alone holds 70% of 
the tobacco market. 
• Opportunities: Core brands such as Aashirvaad, Mint-o, Bingo! And Sun Feast (and 
others) can be developed using strategies of market development, product development and 
marketing penetration. ITC is moving into new and emerging sectors including Information 
Technology, supporting business solutions. 
 
E-Choupal is a community of practice that links rural Indian farmers using the Internet. This 
is an original and well thought of initiative that could be used in other sectors in many other 
parts of the world. It is also an ambitious project that has a goal of reaching 10 million 
farmers in 100,000 villages. ITC leverages e-Choupal in a novel way. The company 
researched the tastes of consumers in the North, West and East of India of atta (a popular 
type of wheat flour), then used the network to source and create the raw materials from 
farmers and then blend them for consumers under purposeful brand names such as 
Aashirvaad Select in the Northern market, Aashirvaad MP Chakki in the Western market 
and Aashirvaad in the Eastern market. This concept is tremendously difficult for 
competitors to emulate. 
Chairman Yogi Deveshwar's strategic vision is to turn his Indian conglomerate into the 
country's premier FMCG business.Per capita consumption of personal care products in India 
is the lowest in the world offering an opportunity for ITC's soaps, shampoos and fragrances 
under their Wills brand. 
• Threats: The obvious threat is from competition, both domestic and international. The 
laws of economics dictate that if competitors see that there is a solid profit to be made in an 
emerging consumer society that ultimately new products and services will be made 
available. Western companies will see India as an exciting opportunity for themselves to 
find new market segments for their own offerings. 
ITC's opportunities are likely to be opportunities for other companies as well. Therefore the 
dynamic of competition will alter in the medium-term. Then ITC will need to decide 
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whether being a diversified conglomerate is the most competitive strategic formation for a 
secure future. 
TC was incorporated on August 24, 1910 under the name of 'Imperial Tobacco Company of 
India Limited'. Its beginnings were humble. A leased office on Radha Bazar Lane, Kolkata, 
was the centre of the Company's existence. The Company celebrated its 16th birthday on 
August 24, 1926, by purchasing the plot of land situated at 37, Chowringhee, (now renamed 
J.L. Nehru Road) Kolkata, for the sum of Rs 310,000.  
 
(iv) Market shares: ITC Ltd is one of India's premier private sector companies with 
diversified presence in businesses such as Cigarettes, Hotels, Paperboards & Specialty 
Papers, Packaging, Agri-Business, Packaged Foods & Confectionery, Information 
Technology, Branded Apparel, Greeting Cards, Safety Matches and other FMCG products. 
It is facing tough competition from other giants in the markets. Still it is in position to 
maintain its good postion in Indian markets. The markets shares of the different products are 
given below: 
• Foods products market share: TC Foods, a division of the ITC Limited, aims to pick up 
a 25 percent share in Orissa's snacks market.  In order to achieve the target, the company 
launched its new snacks brand 'Bingo' in the state market today. This marks the company's 
foray into the fast growing branded snacks segment.  "We are foraying into a new but fast 
growing snacks segment of the state", R Venkateswar Rao, Branch Manager of ITC told the 
media. Earlier, the company had launched biscuits, ready-to-eat and confectionary business. 
 Encouraged by the market response it launched the new range.  Currently, the company 
sells atta, salt and spices under Aashirvad brand along with its brands Candyman and 
Mintofresh.  While the size of the national branded snacks market size is approximately 
Rs.2000 crore, the fingers snacks segment was the main segment.  However, the size of the 
organised snacks market in Orissa was small at an estimated Rs.12 crore. The share of the 
potato chips was about Rs.7 crore while cheese balls accounted for the remaining Rs.5 
crore, he pointed out.  Though there was predominance of the unorganised sector in the 
state, the organised sector was slowly picking up.  The company aimed to cash on it and was 
 189 
 
eyeing a 25 percent market share in Orissa during the current fiscal.  The Bingo range 
included an array of 16 products in both potato chips and finger snacks segment.   
 
• Soaps and shampoos market shares: Nothing succeeds like success. The management at 
ITC would believe so, as it enters into fairness segment with elan. The company’s foray into 
the consumer staple business is well chronicled. Its personal care segment has delivered 
strong revenue growth of 70 per cent on an annual basis in the current financial year, and an 
increasing market share in the soap and shampoo categories. From almost nothing in 2007, 
the soap and shampoo categories garnered market shares of 5 per cent and 4 per cent, 
respectively. And, even if the share of the cigarette business continues to fall to around 75 
per cent in the coming years, it is strongly positioned as well. Analysts note ITC took a 13 
per cent average price increase, post-budget. This sharp hike could have an impact and the 
June quarter may actually see a fall in volumes. Yet, profitability is expected to be intact. 
 
• Cigarettes market share: According to analysts at Edelweiss, the cigarette business’ 
earnings before interest, tax depreciation and amortisation (Ebitda) margins are likely to rise 
3050 basis points in the next financial year. The company is currently test marketing a 59 
mm mid-size filter (in Berkeley, Scissors and Capstan brands) in 30 markets, and is 
cautiously positive on the segment, they mention. Also analysts at Macquarie Research 
reckon volumes would bounce back in the second half of the current financial year. “The 
income-based indicator shows the cigarette price growth has lagged the per capita income 
growth and has increasingly become much more affordable,” the report mentions. More, the 
company would be generating strong cash flows, and this is what makes it a favourite on the 
bourses, besides the bonus issue. Analysts estimate the company will have around Rs 1,500 
crore of untilised cash and allow to grow the way it wants. Another observation from 
Macquarie analysts is that the company’s share price has done well, even when rains have 
been deficient. In past raindeficient years, it has been observed that Hindustan Unilever 
underperformed relative to the market during the June-September period and ITC 
outperformed. So, it’s gung-ho for the company at the moment. 
 
• BiscuitS market shares: Though ITC is nearly synonymous with tobacco, it has in no 
way stopped people from munching ITC’s biscuits. The company has managed to corner 
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nearly 11% of the national biscuit market. Since the Rs 9,000-crore biscuit market witnessed 
a growth of 20% last year and is slated to sustain its growth this fiscal, ITC is looking at 
enhancing its biscuit manufacturing capacities by at least 15-20%, primarily to manage 
supply chain costs and improve profitability.  “We plan to set up additional capacities in 
such areas where we have developed a significant front-end scale, but are limited by 
proximate capacities. Attempts are being made to create new biscuit variants in segments 
that are relevant to the consumer. The positioning of the marketing mix is also being worked 
upon to drive consumption by creating convenient price points or by differentiating product 
propositions,” Mr Chitranjan Dar, chief operating officer, ITC Foods Division, told ET.  For 
starters, ITC plans to drive growth by vitalising its brand ‘Sunfeast’ through product 
innovation, contemporary packaging and targeted brand communication. A huge investment 
is also being planned for brand building and product development. At the same time, the 
company is looking at investments in building trade loyalty across channels and markets.  
 
Elaborating further, Mr Dar said, “While ITC per se has no plans to rationalise its biscuits 
portfolio, we review the basket from time to time. Additions or deletions take place on the 
basis of the market feedback and actual sales. The idea is to strengthen the winners and 
replace the average performers with potential winners from the biscuits stable. As of now, 
there is no product which does not contribute positively to the overall pool of 
contributions.”   Incidentally, a large proportion of the growth in the biscuits segment is 
coming from the mid-price offers growing at 35%. The mid-price offersis the non glucose 
segment and includes cookies and sandwich cream products. “There are clear indications 
that consumers are upgrading to mid-price offers in line with the growth of packaged foods 
in the country. Since consumers are ready to pay for good quality and tasty products, we 
find a growing value for product quality and hygiene. Hence, our capacity additions will 
partly be in line with these requirements Mr Dar pointed out. The basic product glucose, 
however, continues to be largest category in terms of volumes. 
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(f) Dabur Limited 
(i) History: Dabur derived from Daktar Burman is India's largest Ayurvedic medicine 
manufacturer. Dabur's Ayurvedic Specialities Division has over 260 medicines for treating a 
range of ailments and body conditions-from common cold to chronic paralysis. The story of 
Dabur goes back to 1884, to a young doctor armed with a degree in medicine and a burning 
desire to serve mankind. This young man, Dr. S.K. Burman, laid the foundations of what is 
today known as Dabur India Limited. The brand name Dabur is derived from the words 'Da' 
for ‘Daktar’ or ‘Doctor’ and 'bur' from Burman. From those humble beginnings, the 
company has grown into India's leading manufacturer of consumer healthcare, personal care 
and food products. Over its 125 years of existence, the Dabur brand has stood for goodness 
through a natural lifestyle. An umbrella name for a variety of products, ranging from hair 
care to honey, Dabur has consistently ranked among India’s top brands. Its brands are built 
on the foundation of trust that a Dabur offering will never cause anyone slightest of harm. 
The trust levels that this brand enjoys are phenomenally high. 
 
Dabur India Limited is the fourth largest FMCG Company in India and Dabur had a 
turnover of approximately US$ 750 Million (Rs. 3390.9 Crore FY 09-10) & Market 
Capitalisation of over US$ 3.5 Billion (Rs 15500 Crore), with brands like Dabur Amla, 
Dabur Chyawanprash, Vatika, Hajmola and Real. There’s a great sense of responsibility for 
investors’ funds on view. This is a direct extension of Dabur’s philosophy of taking care of 
its constituents and it adds to the sense of trust for the brand overall.  
 
The company, through Dabur Pharma Ltd. does toxicology tests and markets ayurvedic 
medicines in a scientific manner. They have researched new medicines which will find use 
in O.T. all over the country therein opening a new market.Dabur Foods, a subsidiary of 
Dabur India is expecting to grow at 25%. Dabur has major expansion plans for overseas 
market and considering acquisitions and alliances outside India as it aims to increase its 
foreign sales from 11.4% to 15% in the next four years.  Dabur will be investing Rs 100 
crore for processing and procurement to compete with Pepsi's Tropicana and other juice 
brands.Dabur is the co-owner of the IPL team Kings XI Punjab since 2007. It is interested to 
invest further in the field of sports also. 
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•  The major events in history of Dabur  
 
Table 4.4.1: The Major Events in History of Dabur 
Year: Event: 
1884 Dr. S K Burman lays the foundation of what is today known as Dabur India 
Limited. Starting from a small shop in Calcutta, he began a direct mailing system 
to send his medicines to even the smallest of villages in Bengal. 
1896 
As the demand for Dabur products grows Dr. Burman feels the need for mass 
production of some of his medicines. He sets up a small manufacturing plant at 
Garhia near Calcutta 
Early 
1900’s 
The next generation of Burmans takes a conscious decision to enter the Ayurvedic 
medicines market, as they believe that it is only through Ayurveda that the 
healthcare needs of poor Indians can be met. 
1919 
The search for processes to suit mass production of Ayurvedic medicines without 
compromising on basic Ayurvedic principles leads to the setting up of the first 
Research & Development laboratory at Dabur. This initiates a painstaking study 
of Ayurvedic medicines as mentioned in age-old scriptures, their manufacturing 
processes and how to utilize modern equipment to manufacture these medicines 
without reducing the efficacy of these drugs 
1920 
A manufacturing facility for Ayurvedic Medicines is set up at Narendrapur and 
Daburgram. Dabur expands its distribution network to Bihar and the northeast. 
1936 Dabur India (Dr. S K Burman) Pvt. Limited is incorporated. 
1940 
Dabur diversifies into personal care products with the launch of its Dabur Amla 
Hair Oil. This perfumed heavy hair oil catches the imagination of the common 
man and film stars alike and becomes the largest hair oil brand in India. 
1949 
Dabur Chyawanprash is launched in a tin pack and becomes the first branded 
Chyawanprash of India. 
1956 
Dabur buys its first computer. Accounts and stock keeping are one of first 
operations to be computerized. 
1970 
Dabur expands its personal care portfolio by adding oral care products. Dabur Lal 
Dant Manjan is launched and captures the Indian rural market. 
1972 
Dabur shifts base to Delhi from Calcutta. Starts production from a hired 
manufacturing facility at Faridabad. 
1978 
Dabur launches the Hajmola tablet. This is the first time that a classical 
Ayurvedic medicine is branded -from Shudhabardhak bati to Hajmola tablet. 
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1979 
The Dabur Research Foundation (DRF), an independent company, is set up to 
spearhead Dabur's multi-faceted research. 
1979 
Commercial production starts at Sahibabad. This is one of the largest and most 
modern production facilities for Ayurvedic medicines in India at that time (and 
even at this time also). 
1984 
The Dabur brand turns 100 but is young enough to experiment with new offerings 
in the market. 
1986 
Dabur becomes a public limited company through reverse merger with Vidogum 
Limited, and is re-christened Dabur India Limited. 
1989 
Hajmola Candy is launched and captures the imagination of children and 
establishes a large market share 
1992 
Dabur enters into a joint venture with Agrolimen of Spain for manufacturing and 
marketing confectionery items such as bubble gums in India. 
1993 Dabur sets up the oncology formulation plant at Baddi, Himachal Pradesh. 
1994 
Dabur India Limited comes out with its first public issue. The Rs.10 share is 
issued at a premium of Rs.85 per share. The issue is oversubscribed 21 times. 
1994 
Dabur reorganizes its business with sales and marketing operations being divided 
into 3 separate divisions. 
1994 
Dabur enters the oncology (anti-cancer) market with the launch of Intaxel 
(Paclitaxel). Dabur becomes only the second company in the world to launch this 
product. The Dabur Research Foundation develops the unique eco-friendly 
process of extracting the drug from the leaves of the Asian Yew tree. 
1995 
Dabur enters into a joint venture with Osem of Israel for food and Bongrain of 
France for cheese and other dairy products 
1996 
Dabur launches Real Fruit Juice which heralds the company's entry into the 
processed foods market. 
1997 
The Foods division is created, comprising of Real Fruit Juice and Hommade 
cooking pastes to form the core of this division's product portfolio. 
1997 
Project STARS (Strive To Achieve Record Successes) is initiated by the company 
to achieve accelerated growth in the coming years. The scope of this project is 
strategic, structural and operational changes to enable efficiencies and improve 
growth rates. 
1999-
2000 
Dabur achieves the Rs.1000 Crore turnover mark 
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(ii) Products of Dabur: Dabur offers the lowest price anywhere on the internet for the 
following product(s). The prices quoted anywhere on the website are inclusive of shipping. 
Dabur India Limited is the fourth largest FMCG (fast moving consumer goods) Company in 
India with interests in Health care, Personal care and Food products. Dabur's Ayurvedic 
Specialities Division has over 260 medicines for treating a range of ailments and body 
conditions-from common cold to chronic paralysis. Ayurveda is a holistic Indian system of 
medicine that uses a constitutional model. It works to provide a flexible guidance to attain a 
state of positive health. Its treatment and techniques is also flexible for people with health 
challenges. Ayurveda is derived from two Sanskrit root words: Ayu, which means Life, and 
Veda, which means the Knowledge. Thus Ayurveda refers to the Science of life. 
Ayurveda is a fine blend of Science, Religion & Philosophy as well. We use the word 
religion to denote philosophical perceptions and discipline in conduct through which, the 
doors of perception open to all aspects of life. Through its scientific approach to human life, 
Ayurveda works to harness the intricate abilities of human body and mind. With its 
philosophical approach to human life, Ayurveda preaches us to recognize ourselves as 
miniscule component of this magnificent universe. The physiological and pharmacological 
concepts of Ayurveda are structured in "whole- someness". Therefore, the Ayurvedic 
description of "human body" and the "drugs" are dealt from a holistic plane. Even their 
"interface" is identified from a holistic perspective.It manufactures a variety of products and 
the products are listed below; 
Dabur healthcare products 
• Health care products of Dabur are: 
• Dabur chyawanprash,  
• dabur chyawanshakti - energy food,  
• dabur chyawanprakash - sugar free,  
• dabur chyawan junior, chocolate flavoured health drink for kids 
Hair care 
• Dabur amla hair oil lite 
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• Dabur vatika hair oil 
• Dabur hair oil sikakai 
• Dabur amla hair oil 
• Dabur special hair oil 
• Dabur anmol coconut oil 
• Dabur jasmine hair oil 
• Cocoraj coconut oil  
• Parachute coconut oil 
• Dabur jasmine hair oil 
Ayurvedic medicines 
• Dabur shilajit health tonic 
• Dabur nature care triphla 
• Dabur hingwastak churan 
• Dabur nature care triphla  
• Dabur hingwastak churan 
• Dabur lavan bhaskar churan 
• Dabur sitopaladi churan 
• Dabur herbal toothpaste  
• Basil 
• Sat isabgol 
• Dabur hajmola candy 
• Dabur hajmola tablets 
• Dabur pudin hara pearls 
• Dabur honey 
Soaps 
• Dabur sandalwood soap 
• Dabur aloe vera soap 
• Dabur neem soap 
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• Dabur sandalwood soap 
• Dabur neem soap 
(iii) SWOT analysis of Dabur India: SWOT stands for Strengths, Weaknesses, 
Opportunities and Threats, and is an important tool often used to highlight where a business 
or organisation is, and where it could be in the future. It looks at internal factors, the 
strengths and weaknesses of a business, and external factors, the opportunities and threats 
facing the business. The process can give you on overview of where the business, and the 
environment it operates in, is strategically. This is an important, yet to simple to understand, 
tool used by many students, businesses and organisations for analysis.The following SWOT 
analysis looks at dabur India which is operating in fmcg industry. The analysis shows dabur 
India’s Strengths, Weaknesses, Opportunities and Threats. The SWOT analysis will give 
you a clear picture of the business environment dabur India is operating in at the present 
time. 
● Strengths: The strengths of a business or organisation are positive elements, something 
they do well and is under their control. The strengths of a company or group and value to it, 
and can be what gives it the edge in some areas over the competitors. The following section 
will outline main strengths of dabur India 
• Having alliances with other strong and popular businesses is a major plus point for dabur 
India as it helps bring in new customers and make business more effective. 
• Being a market leader, as dabur India is, is key to their success as it boosts reputation, 
profit and market share. 
• Competitive pricing is a vital element of dabur India’s overall success, as this keeps 
them in line with their rivals, if not above them. 
• Riding high in the niche market in fmcg industry has helped boost dabur India and 
raised reputation and turnover. 
• Keeping costs lower than their competitors and keeping the cost advantages helps dabur 
India pass on some of the benefits to consumers. 
• The services/products offered by dabur India are original, meaning many people will 
return to dabur India to obtain them. 
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• Dabur India’s marketing strategy has proved to be effective, helping to raise profiles and 
profits and standing out as a major strength. 
• Dabur India’s innovation keeps it a front-runner in fmcg as it is regularly turning out 
new patents/proprietary technology. 
• Experienced employees are key to the success of dabur India helping to drive them 
forward with expertise and knowledge. 
• High quality machinery, staff, offices and equipment ensure the job is done to the utmost 
standard, and is a strength of dabur India. 
• Dabur India has an extensive customer base, which is a major strength regarding sales 
and profit. 
• Dabur India’s reputation is strong and popular, meaning people view it with respect and 
believe in it. 
• Being financially strong helps dabur India deal with any problems, ride any dip in 
profits and out perform their rivals. 
• A strong brand is an essential strength of dabur India as it is recognised and respected. 
• Dabur India has a high percentage of the market share, meaning it is ahead of many 
competitors. 
• Dabur India’s distribution chain can be listed as one of their strengths and links to 
success. 
• High quality products/services is a vital strength, helping to ensure customers return to 
dabur India. 
• Dabur India’s international operations mean a wider customer base, a stronger brand and 
a bigger chunk of the global market. 
• Development and innovation are high at dabur India with regard to their 
products/services, which is a sure strength in its overall performance. 
• Dabur India’s position in the market is high and strong – a major strength in this 
industry as they are ahead of many rivals. 
• Having little competition, being one of very few companies providing this 
service/product is a major factor in dabur India’s performance. 
• The online presence of dabur India is strong, meaning it is ahead of many competitors. 
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• The lucrative location of dabur India adds to its strengths due to its accessibility (road, 
rail, air etc). 
• Supplier relationships are strong at dabur India, which can only be seen as strength in 
their overall performance. 
● Weaknesses: Weaknesses of a company or organisation are things that need to be 
improved or perform better, which are under their control. Weaknesses are also things that 
place you behind competitors, or stop you being able to meet objectives. This section will 
present main weaknesses of dabur India 
• Reputation is important, and a damaged one like dabur India’s is a major weakness as 
consumers will not trust the firm enough to spend money with them. 
• A serious weakness for dabur India is the fact their products/services are of low quality, 
meaning people will have better-quality substitutes. 
• Not reducing costs in the same way as their competitors\' means dabur India is 
outlaying more of their profits. Having higher costs than competitors is a major 
weakness. 
• Dabur India’s R&D work is low and insignificant, which is a major weakness in fmcg 
as it is constantly creating new products. 
• The lack of staff experience is a major downfall for dabur India as it could lead to 
mistakes or negligence. 
• Old and outdated technologies hold dabur India back and limits success, as other firms 
are making use of better and more reliable technologies. 
• Not having an effective marketing strategy seriously hampers the success of dabur 
India. 
• Over pricing, setting too high prices for dabur India products/services makes them 
uncompetitive, which is a major weakness. 
• The lack of business alliances is a major weakness for dabur India, as they will struggle 
to get deals, favours and partnerships. 
• Dabur India is in a poor financial position which makes it weaker than its competitors. 
• Dabur India’s lack of innovation limits its success, as there is no forward thinking. 
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• Good companies need loyal employees, but dabur India has a poor relationship with 
staff which affects performance. 
• Dabur  
• India does not function internationally, which has an effect on success, as they do not 
reach consumers in overseas markets. 
• Problems with stock are a weakness for dabur India as they need to keep up with 
demand. 
• Online presence is vital for success these days, and lack of one is a limitation for dabur 
India. 
• Dabur India\'s underdeveloped distribution chain has a marked effect on performance as 
it affects the distribution of their products/services. 
• The lack of original products/services is a major flaw in dabur India’s future success, as 
it shows a blinkered outlook. 
• Dabur India\'s location is weakness for the firm, as it means they miss out on many 
opportunities. 
• Dabur India’s lack of patents/proprietary technology puts it behind its rivals and is 
deemed as one of their weaknesses. 
• The weak brand name compromises success for dabur India as it doesn\'t inspire people 
to buy their products/services. 
• A limited customer base is a major weakness for dabur India as it means they have less 
people to sell or market to. 
• The weak market position of dabur India is a limitation to their overall success, as they 
are well behind their rivals. 
• Dabur India’s limited product line is a major weakness. 
• Dabur India’s weak supplier relationships also have an adverse effect on success, as it 
cuts ability to negotiate. 
• Dabur India is behind its competitors with a low share of the market, which in turn 
leads to lower turnover. 
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● Opportunities: Opportunities are external changes, trends or needs that could enhance the 
business or organisation’s strategic position, or which could be of a benefit to them. This 
section will outline opportunities that dabur India is currently facing. 
• Dabur India could benefit from Governmental support, in the form of grants, 
allowances, training etc. 
• Looking at export opportunities is a way for dabur India to raise profits. 
• Changes in technology could give dabur India an opportunity to bolster future success. 
• Dabur India could benefit from expanding their online presence and making more 
money from online shoppers/internet users. 
• The changes in the way consumers spend and what they buy provides a big opportunity 
for dabur India to explore. 
• Dabur India is in good financial position, which is an opportunity for them to explore in 
terms of investment in new projects. 
• Decrease in taxation gives an opportunity for dabur India to reduce prices or increase 
profits. 
• The growth of the fmcg industry is an opportunity for dabur India to grasp. 
• New market opportunities could be a way to push dabur India forward. 
• As the economic climate improves, so do the opportunities for dabur India. 
• Dabur India has the opportunity to enter a niche market, gain leading position and 
therefore boost financial performance. 
• Reaching out into other markets is a possibility for dabur India, and a big opportunity. 
• Grasping the opportunity to expand the customer base is something dabur India can aim 
for, either geographically or through new products. 
• Takeover and merger opportunities could be explored for dabur India and used to 
acquire new customers, new resources and enter new markets. 
• Expanding the product/service lines by dabur India could help them raise sales and 
increase their product portfolio. 
• Reduction in interest rates could benefit dabur India as business costs would come 
down. 
• Expanding into other markets could be a possibility for dabur India. 
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• Forming strategic alliances and joint ventures is an opportunity for dabur India to 
maximise profit and gain new business. 
• Dabur India has a number of highly skilled staff, which is an opportunity for them to 
explore as expertise of their staff can help dabur India to bring the business forward. 
• Structural changes in the industry open other doors and opportunities for dabur India. 
● Threats: Threats are factors which may restrict damage or put areas of the business or 
organisation at risk. They are factors which are outside of the company's control. Being 
aware of the threats and being able to prepare for them makes this section valuable when 
considering contingency plans and strategies. This section will outline main threats dabur 
India is currently facing. 
• Consumer lifestyle changes could lead to less of a demand for dabur India 
products/services. 
• Tax increases placing additional financial burdens on dabur India could be a threat. 
• Change in demographics could threaten dabur India. 
• The financial burden of increasing interest rates could be a threat to dabur India. 
• Regulations requiring money to be spent or measures to be taken could put financial or 
other pressure on dabur India. 
• New products/services from rival firms could lead to dabur India\'s products/services 
being less in demand. 
• Changes in the way consumers shop and spend and other changing consumer patterns 
could be a threat to dabur India\'s performance. 
• Being undercut by low-cost imports is a major threat for dabur India. 
• Not keeping up with changes in technology could be detrimental to the future of dabur 
India as they could slip behind their rivals. 
• Slow growth and decline of the fmcg market is a threat to dabur India. 
• Increased competition from overseas is another threat to dabur  
• .India as it could lead to lack of interest in their products/services. 
• Extra competition and new competitors entering the market could unsteady dabur India 
and be a threat. 
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• The actions of a competitor could be a major threat against dabur India, for instance, if 
they bring in new technology or increase their workforce to meet demand. 
• Price wars between competitors, price cuts and so on could damage profits for dabur 
India. 
• A slow economy or financial slowdown could have a major impact on dabur India 
business and profits. 
• A decline in demand for dabur India products, with no likelihood of resurgence could 
pose a threat. 
• The rise and/or fall of the foreign exchange rate could threaten dabur India with regard 
to importing and exporting. 
• Rising costs could be a major downfall for dabur India as it would eat into profit. 
• Dabur India could be threatened by the growing power customers have to set the price 
of their products/services. 
• Structural changes in the industry could be a threat for dabur India 
• Dabur India could be threatened by the growing power their suppliers have to set their 
prices. 
• Substitute products available on he market present a major threat to dabur India 
(iv) Market share of Dabur Limited: Dabur India Limited has marked its presence with 
significant achievements and today commands a market leadership status. Our story of 
success is based on dedication to nature, corporate and process hygiene, dynamic leadership 
and commitment to our partners and stakeholders. The results of our policies and initiatives 
speak for themselves. 
• Leading consumer goods company in India with a turnover of Rs. 2834.11 Crore (FY09) 
• 3 major strategic business units (SBU) - Consumer Care Division (CCD), Consumer 
Health Division (CHD) and International Business Division (IBD) 
• 3 Subsidiary Group companies - Dabur International, Fem Care Pharma and newu and 8 
step down subsidiaries: Dabur Nepal Pvt Ltd (Nepal), Dabur Egypt Ltd (Egypt), Asian 
Consumer Care (Bangladesh), Asian Consumer Care (Pakistan), African Consumer Care 
(Nigeria), Naturelle LLC (Ras Al Khaimah-UAE), Weikfield International (UAE) and 
Jaquline Inc. (USA). 
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• 17 ultra-modern manufacturing units spread around the globe 
• Products marketed in over 60 countries 
• Wide and deep market penetration with 50 C&F agents, more than 5000 distributors and 
over 2.8 million retail outlets all over India 
• Consumer Care Division (CCD) adresses consumer needs across the entire FMCG 
spectrum through four distinct business portfolios of Personal Care, Health Care, Home 
Care & Foods 
Vatika Shampoo has been the fastest selling shampoo brand in India for three years in a row 
Hajmola tablets in command with 60% market share of digestive tablets category. About 2.5 
crore Hajmola tablets are consumed in India every day. Leader in herbal digestives with 
90% market share 
Consumer Health Division (CHD) offers a range of classical Ayurvedic medicines and 
Ayurvedic OTC products that deliver the age-old benefits of Ayurveda in modern ready-to-
use formats. Growing at a faste rate and and contributes to about 20% of total sales at 
present. 
According to Dabur, the size of shampoo market in India is pegged at Rs 2,600 crore and is 
growing at 15 per cent year-on-year. Dabur India plans to garner 3 per cent share of the 
market in the first year of operation. “Innovative promotions, trials, consumer activation are 
being initiated by the brand to excite the customers,”  
 
(g) Amul 
 
(i) History: Amul ("priceless" in Sanskrit. The brand name "Amul," from the Sanskrit 
"Amoolya," (meaning Precious) was suggested by a quality control expert in Anand.), 
formed in 1946, is a dairy cooperative  in India. It is a brand name managed by an apex 
cooperative organisation, Gujarat Co-operative Milk Marketing Federation Ltd. (GCMMF), 
which today is jointly owned by some 2.8 million milk producers in Gujarat, India  AMUL 
is based in Anand, Gujarat and has been an example of a co-operative organization's success 
in the long term. It is one of the best examples of co-operative achievement in the 
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developing economy. The Amul Pattern has established itself as a uniquely appropriate 
model for rural development. Amul has spurred the White Revolution of India, which has 
made India the largest producer of milk and milk products in the world. It is also the world's 
biggest vegetarian cheese brand. 
Amul is the largest food brand in India and world's Largest Pouched Milk Brand with an 
annual turnover of US $1050 million (2006–07). Currently Unions making up GCMMF 
have 2.8 million producer members with milk collection average of 10.16 million litres per 
day. Besides India, Amul has entered overseas markets such as Mauritius, UAE, USA, 
Bangladesh, Australia, China, Singapore, Hong Kong and a few South African countries. Its 
bid to enter Japanese market in 1994 did not succeed, but now it has fresh plans entering the 
Japanese markets. Other potential markets being considered include Sri Lanka. Dr Verghese 
Kurien, former chairman of the GCMMF, is recognised as a key person behind the success 
of Amul. On 10 Aug 2006 Parthi Bhatol, chairman of the Banaskantha Union, was elected 
chairman of GCMMF. 
GCMMF is India's largest food products marketing organisation It is a state level apex body 
of milk cooperatives in Gujarat, which aims to provide remunerative returns to the farmers 
and also serve the interest of consumers by providing affordable quality products. GCMMF 
markets and manages the Amul brand. From mid-1990s Amul has entered areas not related 
directly to its core business. Its entry into ice cream was regarded as successful due to the 
large market share it was able to capture within a short period of time - primarily due to the 
price differential and the brand name. It also entered the pizza business, where the base and 
the recipes were made available to restaurant owners who could price it as low as 30 rupees 
per pizza when the other players were charging upwards of 100 rupees. 
The Gujarat Cooperative Milk Marketing Federation Ltd, Anand (GCMMF) is the largest 
food products marketing organisation of India. It is the apex organization of the Dairy 
Cooperatives of Gujarat. This State has been a pioneer in organizing dairy cooperatives and 
our success has not only been emulated in India but serves as a model for rest of the World. 
Over the last five and a half decades, Dairy Cooperatives in Gujarat have created an 
economic network that links more than 2.8 million village milk producers with millions of 
consumers in India and abroad through a cooperative system that includes 13,141 Village 
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Dairy Cooperative Societies (VDCS) at the village level, affiliated to 13 District 
Cooperative Milk Producers’ Unions at the District level and GCMMF at the State level.  
The turnover of GCMMF (AMUL) during 2008-09 was Rs. 67.11 billion. It markets the 
products, produced by the district milk unions in 30 dairy plants, under the renowned 
AMUL brand name. The Gujarat Cooperative Milk Marketing Federation Ltd. cannot be 
viewed simply as a business enterprise. It is an institution created by the milk producers 
themselves to primarily safeguard their interest economically, socially as well as 
democratically. Business houses create profit in order to distribute it to the shareholders. In 
the case of GCMMF the surplus is ploughed back to farmers through the District Unions as 
well as the village societies. The Birth of Amul and development of India’s Dairy 
Cooperative Movement took place. The birth of Amul at Anand provided the impetus to the 
cooperative dairy movement in the country. The Kaira District Cooperative Milk Producers’ 
Union Limited was registered on December 14, 1946 as a response to exploitation of 
marginal milk producers by traders or agents of existing dairies in the small town named 
Anand (in Kaira District of Gujarat). Thus the Kaira District Cooperative was established to 
collect and process milk in the District of Kaira in 1946. The Cooperative was further 
developed & managed by Dr. V Kurien along with Shri H M Dalaya. The first modern dairy 
of the Kaira Union was established at Anand (which popularly came to be known as AMUL 
dairy after its brand name). Indigenous R&D and technology development at the 
Cooperative had led to the successful production of skimmed milk powder from buffalo 
milk the first time on a commercial scale anywhere in the world.  
The success of the dairy co-operative movement spread rapidly in Gujarat. Within a short 
span five other district unions – Mehsana, Banaskantha, Baroda, Sabarkantha and Surat 
were organized. In order to combine forces and expand the market in Gujarat in 1973, the 
Gujarat Co-operative Milk Marketing Federation was established. The Kaira District Co-
operative Milk Producers’ Union Ltd. which had established the brand name AMUL in 1955 
decided to hand over the brand name to GCMMF (AMUL). Dr. Verghese Kurien who 
worked as a professional manager at AMUL contributed a lot for its further progress. Dr. 
Verghese Kurien, the World Food Prize and the Magsaysay Award winner, is the architect 
of India’s White Revolution, which helped India emerge as the largest milk producer in the 
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world.Impressed with the development of dairy cooperatives in Kaira District & its success, 
Shri Lal Bahadur Shastri, the then Prime Minister of India during his visit to Anand in 1964, 
asked Dr. V Kurien to replicate the Anand type dairy cooperatives all over India.  
Operation Flood, the world’s largest dairy development programme, is based on the 
experience gained from the ‘Amul Model’ dairy cooperatives. The facilities at all levels are 
entirely farmer-owned. The cooperatives are able to build markets, supply inputs and create 
value-added processing. Thus, Amul Model cooperatives seem to be the most appropriate 
organizational force for promoting agricultural development using modern technologies and 
professional management and thereby generating employment for the rural masses and 
eradicating poverty in these undeveloped areas. India has already demonstrated the 
superiority of this approach. 
The Kaira District Cooperative Milk Producers’ Union Limited, Anand has become the 
focal point of dairy development in the entire region and AMUL has emerged as one of the 
most recognized brands in India, ahead of many international brands. 
Today, we have around 176 cooperative dairy Unions formed by 1,25,00 quantify dairy 
cooperative societies having a total membership of around 13 million farmers on the same 
pattern, who are processing and marketing milk and milk products profitably, be it Amul in 
Gujarat or Verka in Punjab, Vijaya in Andhra Pradesh or a Nandini in Karnataka. This 
entire process has created more than 190 dairy processing plants spread all over India with 
large investments by these farmers’ institutions. The effects of Operation Flood Programme 
are more appraised by the World Bank in its recent evaluation report. It has been proved that 
an investment of Rs. 20 billion over 20 years under Operation Flood Programme in 70s & 
80s has contributed in increase of India’s milk production by 40 Million Metric Tonne 
(MMT) i.e. from about 20 MMT. This has been the most beneficial project funded by the 
World Bank anywhere in the World. One can continue to see the effect of these efforts as 
India’s milk production continues to increase and now stands at 90 MMT. Despite this 
fourfold increase in milk production, there has not been drop in the prices of milk during the 
period and has continued to grow. 
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Due to this movement, the country’s milk production tripled between the years 1971 to 
1996. Similarly, the per capita milk consumption doubled from 111 gms per day in 1973 to 
222 gms per day in 2000. Thus, these cooperatives have not just been instrumental in 
economic development of the rural society of India but it also has provided vital ingredient 
for improving health & nutritional requirement of the Indian society. Very few industries of 
India have such parallels of development encompassing such a large population.These dairy 
cooperatives have been responsible in uplifting the social & economic status of the women 
folk in particular as women are basically involved in dairying while the men are busy with 
their agriculture. This has also provided a definite source of income to the women leading to 
their economic emancipation.The three-tier ‘Amul Model’ has been instrumental in bringing 
about the White Revolution in the country. As per the assessment report of the World Bank 
on the Impact of Dairy Development in India, the ‘Anand Pattern’ has demonstrated the 
following benefits: 
(ii)  Products of Amul: Amul, acronym for Anand Milk Producers Union India Limited, is 
a popular name of Kheda District Cooperative Milk Producers Union Limited. It is based in 
Anand town of Gujarat and has been a sterling example of a co-operative organization's 
success in the long term. The 'Amul Pattern' has established itself as a uniquely appropriate 
model for rural development. Amul has spurred the "White Revolution of India", which has 
made India one of the largest milk producers in the world. 
Amul's product range includes milk powders, milk, butter, ghee, cheese, Masti Dahi, 
Yoghurt, Buttermilk chocolate, ice cream, cream, shrikhand, paneer, gulab jamuns, 
flavoured milk, basundi, Nutramul brand and others. In January 2006, Amul plans to launch 
India's first sports drink Stamina, which will be competing with Coca Cola's Powerade and 
PepsiCo's Gatorad. 
In August 2007, Amul introduced Kool Koko, a chocolate milk brand extending its product 
offering in the milk products segment. Other Amul brands are Amul Kool, a low calorie 
thirst quenching drink; Masti Butter Milk; Kool Cafe, ready to drink coffee and India's first 
sports drink Stamina. Amul's sugar-free Pro-Biotic Ice-cream won The International Dairy 
Federation Marketing Award for 2007. 
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(iii) SWOT analysis: Amul is the largest food brand in India and world's Largest Pouched 
Milk Brand with an annual turnover of US $1050 million (2006–07) . Currently Unions 
making up GCMMF have 2.8 million producer members with milk collection average of 
10.16 million litres per day. Besides India, Amul has entered overseas markets such as 
Mauritius, UAE, USA, Bangladesh, Australia, China, Singapore, Hong Kong and a few 
South African countries. Its bid to enter Japanese market in 1994 did not succeed, but now it 
has fresh plans entering the Japanese markets  Other potential markets being considered 
include Sri Lanka. Dr Verghese Kurien, former chairman of the GCMMF, is recognised as a 
key person behind the success of Amul. On 10 Aug 2006 Parthi Bhatol, chairman of the 
Banaskantha Union, was elected chairman of GCMMF. SWOT analys of Amul is explained 
below: 
Strengths: 
• Demand profile:  Absolutely optimistic. 
• Margins: Quite reasonable, even on packed liquid milk. 
• Flexibility of product mix: Tremendous. With balancing equipment, you can keep on 
adding to your product line. 
• Availability of raw material: Abundant. Presently, more than 80 per cent of milk 
produced is flowing into the unorganized sector, which requires proper channelization. 
• Technical manpower: Professionally-trained, technical human resource pool, built over 
last 30 years. 
Weaknesses: 
• Perishability: Pasteurization has overcome this weakness partially. UHT gives milk 
long life. Surely, many new processes will follow to improve milk quality and extend 
its shelf life. 
• Lack of control over yield: Theoretically, there is little control over milk yield. 
However, increased awareness of developments like embryo transplant, artificial 
insemination and properly managed animal husbandry practices, coupled with higher 
income to rural milk producers should automatically lead to improvement in milk 
yields. 
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• Logistics of procurement: Woes of bad roads and inadequate transportation facility 
make milk procurement problematic. But with the overall economic improvement in 
India, these problems would also get solved. 
• Problematic distribution: Yes, all is not well with distribution. But then if ice creams 
can be sold virtually at every nook and corner, why can’t we sell other dairy products 
too? Moreover, it is only a matter of time before we see the emergence of a cold chain 
linking the producer to the refrigerator at the consumer’s home! 
• Competition: With so many newcomers entering this industry, competition is becoming 
tougher day by day. But then competition has to be faced as a ground reality. The 
market is large enough for many to carve out their niche. 
Opportunities: 
"Failure is never final, and success never ending”. Dr Kurien bears out this statement 
perfectly. He entered the industry when there were only threats. He met failure head-on, and 
now he clearly is an example of ‘never ending success’. If dairy entrepreneurs are looking 
for opportunities in India, the following areas must be tapped: 
• Value addition: There is a phenomenal scope for innovations in product development, 
packaging and presentation. Given below are potential areas of value addition: 
Steps should be taken to introduce value-added products like shrikhand, ice creams, paneer, 
khoa, flavored milk, dairy sweets, etc. This will lead to a greater presence and flexibility in 
the market place along with opportunities in the field of brand building. 
Addition of cultured products like yoghurt and cheese lend further strength - both in terms 
of utilization of resources and presence in the market place. 
A lateral view opens up opportunities in milk proteins through casein, caseinates and other 
dietary proteins, further opening up export opportunities. 
 Yet another aspect can be the addition of infant foods, geriatric foods and nutritionals. 
• Export potential: Efforts to exploit export potential are already on. Amul is exporting to 
Bangladesh, Sri Lanka, Nigeria, and the Middle East. Following the new GATT treaty, 
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opportunities will increase tremendously for the export of agri-products in general and dairy 
products in particular. 
Threats: 
Milk vendors, the un-organized sector: Today milk vendors are occupying the pride of place 
in the industry. Organized dissemination of information about the harm that they are doing 
to producers and consumers should see a steady decline in their importance. 
The study of this SWOT analysis shows that the ‘strengths’ and ‘opportunities’ far outweigh 
‘weaknesses’ and ‘threats’. Strengths and opportunities are fundamental and weaknesses 
and threats are transitory. Any investment idea can do well only when you have three 
essential ingredients: entrepreneurship (the ability to take risks), innovative approach (in 
product lines and marketing) and values (of quality/ethics). 
The Indian dairy industry, following its delicensing, has been attracting a large number of 
entrepreneurs. Their success in dairying depends on factors such as an efficient yet 
economical procurement network, hygienic and cost-effective processing facilities and 
innovativeness in the market place. All that needs to be done is: to innovate, convert 
products into commercially exploitable ideas. All the time keep reminding yourself: 
Benjamin Franklin discovered electricity, but it was the man who invented the meter that 
really made the money!a 
(iv) Market Share of Amul 
● Paneer: Eyeing a larger share in domestic market, estimated at Rs 1,000 crore and the 
export market that has almost remained untapped, Kheda District Co-operative Milk 
Producers Union Limited (KDCMPUL) popularly known as Amul Dairy commissioned 
country's first fully-automatic paneer plant on Saturday. Amul commissioned the new 
facility at its existing cheese plant at Khatraj, near Mehmedabad, on the occasion of its 64th 
foundation day and Sardar Patel's 135th birth anniversary. The plant, where the dairy co-
operative is investing Rs 45 crore, will help Amul increase its paneer manufacturing 
capacity from present 1,000 tonne per annum to 8,000 tonne per annum. 
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With over 50 per cent share in organized market, Amul is presently the only national brand 
that sells paneer, the dairy product that counts for an estimated Rs 1,000 crore business 
combining both organized and unorganized players. The share of organized players stands at 
around Rs 150 crore. 
"With this fully automatic state-of-the-art paneer plant, we will be able to increase shelf life 
of paneer, which in turn will help us reach farther markets," Amul Dairy's managing director 
Rahul Kumar told TOI, adding that the plant, whose foundation stone was laid in March this 
year, is synchronization of latest equipment and machineries from Poland, Japan, France, 
Spain and United States. The main plant brought in from Poland-based firm Obram was 
customised as per Indian needs as in European countries consumption of soft cheese (similar 
to paneer) is popular. 
To get economics of scale, the dairy has adopted the combined project of manufacturing 
whey powder (that is generated during the production of both paneer and cheese) at the 
plant. It already manufacturers 8,000 tonne per annum cheese from the Khatraj plant, while 
the dairy expects to commission the whey powder facility by March 2010 through which it 
will manufacture nearly 5,000 tonne of whey powder annually. 
● Chocolates: Between 2006-07 and 2008-09 milk production in India went up from 100.9 
million tonnes to 110 million tonnes, and the per capita daily milk consumption from 246 
gm to 261 gm. 
At Amul, too, the milk output has grown rapidly – from 6.2 million litres a day in 2005-06 
to 8.5 million litres a day in 2008-09. Chocolate production – Amul claims it is growing -- 
still remains a very small part of its business. 
In 2008 the branded chocolate market in India was worth around Rs 2,300 crore (56,747 
tonnes), dominated by Cadbury (70 per cent market share). Nestle, with 28 per cent, came 
next. Amul and other minnows shared the rest, according to A C Nielsen. In 2007, the 
market absorbed 49,487 tonnes worth Rs 1,700 crore. 
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Vivek Agarwal, chief operating officer for Amul chocolates claimed an annual production 
growth of 15 to 20 per cent. In 2007-08, production was 1,000 tonnes, last year it was 1,200 
tonnes. This year he hoped to touch 1,500 tonnes. 
He admitted chocolates contributed “probably half a per cent to one per cent” to Amul’s 
overall turnover (Rs 6,711 crore in 2008-09, Rs 5,255 crore in 2007-08). Expressing a hope 
not matched by recent performance, he said he expected to garner a 10 per cent market share 
in three years. To attain that, he said, Amul, would launch more products, begin marketing 
and communication in right earnest, and push for deeper retail penetration. 
Amul has successfully extended its milkman image to ice cream, cheese and other dairy 
products, but has made no headway in chocolate. Cadbury once tried to sell Bournvita 
biscuits but failed. Bombay Dyeing, known for bed linen, tried to sell Vivaldi men’s shirts 
and failed. “A brand must understand its fundamental associations,” said Anand Halve of 
Chlorophyll, a brand consultancy firm. 
● Ice creams: The Gujarat Co-operative Milk Marketing Federation (GCMMF), which 
owns the Amul brand, is preparing to corner major share in the Indian market for branded 
ice cream. The federation intends to increase its market share to more than 50% in next five 
years from 39% currently and has charted out plant to increase number of Amul parlours 
across the country from 4,000 to 10,000 by the end of 2009-10. Citing a recent survey on ice 
cream market, GCMMF claims that Amul brand enjoys 39% share in the market. Hindustan 
Liver Ltd's Kwality Wall's brand is at second position with 17% share. 
Chief general manager of GCMMF, RS Sodhi said, “GCMMF wants to increase its market 
share by opening more retail outlets, Amul parlours. We already have strong presence in 
branded ice cream market with market share of around 39%. Considering the increased 
demand of Amul brand ice cream, we targets market share of 50% in next five years. We are 
also going to launch some new flavours of ice cream in due course.” Sodhi further said, 
“GCMMF plans to open around 6,000 Amul parlours across the country by end of FY10. It 
has also tied up with reputed educational institutes like Indian Institute of Management, 
Indian Institute of Technology and others to set up parlours at their campuses.” Currently, 
there are around 4,000 Amul Parlours in the country, which contribute more than Rs200 
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crore in the total revenues. Concept of Amul Parlours was launched way back in 2002 to 
give tough competition 
(h) Nirma Limited 
(i) History: Nirma is one of the most recognizable Indian brands. Its story is a classic 
example of the success of Indian entrepreneurship in the face of stiff competition. Nirma 
took on the might of giant multinationals and wrote a new chapter in the Indian corporate 
history. Nirma is a group of companies based in the city of Ahmedabad in western India that 
manufactures products ranging from cosmetics, soaps, detergents, salt, soda ash, LAB and 
Injectibles. Karsanbhai Patel, a well known entrepreneur and philanthropist of Gujarat, 
started Nirma as a one-man operation. Today Nirma has over 15000 employees and a 
turnover of over Rs. 3550 crores. In 2004, Nirma's detergent approached 800,000 tonnes – 
one of the largest volumes sold in the world – under a single brand 'NIRMA'.  Starting as a 
one-product, one-man outfit from a 100 sq.ft room in 1969, Nirma became a very successful 
company within three decades. The company had multi-locational manufacturing facilities, 
and a broad product portfolio under an umbrella brand – Nirma. The company's mission to 
provide, "Better Products, Better Value, Better Living" contributed a great deal to its 
success. 
In 1969, Karsanbhai Patel, a chemist at the Gujarat Government's Department of Mining 
and Geology manufactured phosphate free Synthetic Detergent Powder, and started selling it 
locally. The new yellow powder was priced at Rs. 3.50 per kg, at a time when HLL's Surf 
was priced at Rs 15. Soon, there was a huge demand for Nirma in Ruppur (Gujarat), Patel's 
hometown. He started packing the formulation in a 10x10ft room in his house. Patel named 
the powder as Nirma, after his daughter Nirupama. Patel was able to sell about 15-20 
packets a day on his way to the office on bicycle, some 15 km away. By 1985, Nirma 
washing powder had become one of the most popular, household detergents in many parts 
of the country.  
The manufacturing and marketing operations were divided in several closely held group 
companies. In FY97, Nirma group restructured its operations and merged 4 companies, 
namely Nilinta Chemicals Ltd, Nirma Detergents Limited, Nirma Soaps and Detergents 
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Limited and Shiva Soaps and Detergents Limited, with its flagship Nirma Limited. Kisan 
Industries, the sole separate detergent manufacturing unit has been merged with Nirma in 
March '00. Nirma now owns all the detergent manufacturing facilities of the group, besides 
toilet soap/other industrial chemicals manufacturing facilities and a modern packaging unit 
owned by Kisan. 
By 1999, Nirma was a major consumer brand – offering a range of detergents, soaps and 
personal care products. In keeping with its philosophy of providing quality products at the 
best possible prices, Nirma brought in the latest technology for its manufacturing facilities at 
six locations in India. Nirma's success in the highly competitive soap and detergent market 
was attributed to its brand promotion efforts, which was complemented by its distribution, 
reach and market penetration. Nirma's network consisted of about 400 distributors and over 
2 million retail outlets across the country. This huge network enabled Nirma to make its 
products available to the smallest village. In November, 2007, Nirma purchased the 
American raw materials company Searles Valley Minerals Inc. - making it among Top-7 
Soda Ash manufacturer in the world. 
Nirma successfully countered competition from HLL and carved a niche for itself in the 
lower-end of the detergents and toilet soap market. The brand name became almost 
synonymous with low-priced detergents and toilet soaps. However, Nirma realized that it 
would have to launch products for the upper end of the market to retain its middle class 
consumers who would graduate to the upper end. The company launched toilet soaps for the 
premium segment. However, analysts felt that Nirma would not be able to repeat its success 
story in the premium segment. 
Nirma Education and Research Foundation (NERF) has set up NirmaLabs, a not-to-profit 
Section 25 company with a corpus of over five crore, to nurture talented individuals in their 
pursuit of high-tech, knowledge-based wealth generation. Karsanbhai Patel, promoter of the 
Ahmedabad-based detergents major Nirma Ltd, is becoming a venture capitalist. A Patel 
entity, Nirma Education and Research Foundation, has set up a new company, NirmaLabs, 
which will incubate talented individuals and projects. 
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(ii) Products of Nirma: Nirma is mainly manufacturing consuer and indisutrial products. A 
variety of products are sold out in the markets.  The main products for Nirma are detergent 
Cakes, Bathing Soaps, other products like salt and industrial products like linear alkyl 
benzene, sulphuric acid, glycerin, fatty acid, LAB and soda ash.  List of consumer products 
is explained below:          
 
• Nirma bath soap: Toilet soap market in India was dominated by a very few MNCs which 
could monopolistically price their product. In 1992, sensing a strong need to expand the 
market through Penetrative Pricing, Nirma entered this market with the launch of ‘Nirma 
Bath Soap’, which is a carbolic (Red) soap. Although the carbolic soap segment is on 
decline, Nirma Bath has generated larger volumes each year. Packed in a red colour wrapper 
and available in 75 gram and 150 gram pack sizes, this soap has a Total Fatty Matter (TFM) 
of 60 %. 
 
• Nirma beauty soap: With its market promise to offer “Better Products, Better Value, 
Better Living,” Nirma introduced ‘Nirma Beauty Soap’ in the year 1992. Available in three 
different variants and pack sizes, this soap has a TFM content of 70%. Due to its admirable 
perfume and a higher TFM content, this brand, within a short span of five years, had 
achieved the status of the third largest selling toilet soap brand and still continues its 
outstanding performan 
 
• Nirma lime fresh soap:  This product had created a sensational marketing history in the 
Indian Toilet soaps market, when it was launched in 1997. Seventeen million packs of 
Nirma Lime Fresh soap were sold in the very first month of its soft launch. Packed in a poly 
coated 75 gm carton, which is printed on the world’s best Cerruti 8-colour printing machine, 
this soap is available in green colour. With a lime aroma that tingles in one’s sensory buds 
for a long time, this soap contains 80% TFM. The product launch of Nirma Lime Fresh had 
been extremely successful, being ranked as the Seventh Most Successful Brand Launch for 
the year 1998, as ranked by the Business Standard Marketing Derby, 1998.  
 
• Nima rose: The remarkable and phenomenal market response received by Nima Rose 
soap within just two months of its launch once again proved the merits of Nirma’s 
commitment towards its consumers. Nima Rose soap has got an exceptionally soft rose 
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fragrance – which remains around body for a long time even after bath. The high TFM 
content of this product allows a consumer to have pleasant bath. This brand had carved a 
niche in its segment by achieving leadership position just within two months of its launch. It 
is available in 100g and 150g pack sizes. 
 
• Nima sandal: Over the period, Indian toilet soap market has fragmented & has seen 
emergence of prominent floral fragrance segments as Sandal, Rose, Jasmine, etc. Nima 
Sandal is a one of such product in floral segment. This toilet soap has 80% TFM content, 
with rich & exotic fragrance. It promises benefits of Sandal oil & Turmeric powder. It is a 
premium product from Nima stable and is available in 100g and 150g packs. 
 
• Nirma washing powder: This product created a marketing miracle, when introduced in 
the domestic marketplace. In 1969, when the detergents were priced so exorbitantly that for 
most of the Indians, it was a luxury item. Nirma envisioned the vast Fabric Wash market 
segment and sensed a tremendous potential therein. This product was priced at almost one 
third to that of the competitor brands, resulting into instant trial by the consumers. Owing to 
its unique environment-friendly, phosphate-free formulation, the consumers became loyal to 
this brand, helping it to over-take the decades’ old brands, in terms of volumes. This brand 
had been ranked as the “Most widely distributed detergent powder brand in India” as per All 
India Census of Retail Outlets carried out in 435 urban towns by the AIMS (Asian 
Information Marketing & Social) Research agency [Brand Equity - The Economic Times, 
March 11, 1997. As per the ORG-MARG Rural Consumer Panel [December 1998] survey, 
Nirma brand has been ranked as highest in terms of penetration in washing powder  
 
• Nirma detergent cake: Deriving inspiration from its success in the Detergent Powder 
market, Nirma expanded its product portfolio by introducing the “Nirma detergent cake” in 
1987. Here again, the excellent price-quality equation tempted the consumers to try the 
product. Available in 125g and 250g pack sizes, this brand has done exceptionally well. 
AIMS survey ranked Nirma detergent cake as “The Most widely distributed detergent cake 
brand”. Due to its unique formulation, this product offers benefits like less melting in water, 
better stability, and therefore lasts longer. As per the ORG-MARG Rural Consumer Panel 
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[December 1998] survey, Nirma brand is ranked highest in terms of penetration in washing 
cakes / bars category  
 
• Super nirma washing powder:  Nirma introduced a spray-dried blue coloured washing 
powder in the premium segment, in 1996. Available in 25g, 500g and 1000g packs, this 
product out-classed its competitor brands. Though, priced almost 40 % lesser, thus 
providing a very attractive ‘value-for-money’ proposition. This brand, within a short span of 
two years, had cornered substantial market share in the premium detergent segment and 
continues to perform well. 
 
• Super nirma detergent cake: To meet the growing aspirations of consumers and to offer 
them value-chain product portfolio, Nirma introduced Super Nirma Detergent Cake, in 
1992. Available in 125g and 250g pack sizes, this product, within a short span, convinced 
the consumers of competitor brands to switch their loyalty towards Super Nirma detergent 
cake. With a high detergency value, this product offers quality wash to their consumers. 
Super Nirma Detergent Cake was ranked as the fastest Climber for the year 1997-98 in the 
detergent cake/ bars category by Business Today in Octobers, 1998. 
 
• Nirma popular detergent powder: To cater to the needs of the specific target audience, 
Nirma launched a good quality product at a very affordable price. The objective is to 
convert the non-users of detergents into users and also prevent the competitors and local 
manufacturers to lure away the prospective Nirma consumers by sub-standard products. 
This product has created a loyal consumer base of its own and has established substantial 
amount of volumes. It is available in pack sizes of 500g and 1000g pack sizes. 
 
• Nirma popular detergent cake: The positioning of Nirma Popular Detergent Cake is 
similar to that of Nirma Popular Detergent Powder. This product is available in 125g and 
250g pack sizes, targeted to first-time detergent cake user segment. 
 
• Nirma shudh iodized salt: Nirma Shudh Salt, manufactured with state-of-art production 
facilities, using the vacuum drying process, is the only salt in the country to be 
manufactured in an entirely automated plant and is free from any manual handling, involved 
at any stage of manufacturing. The fully automated process helps in controlling each and 
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every parameter so as to sustain the basic characteristics and quality of the product, with a 
guarantee of being the best in the quality parameters of iodine content, free flow nature, 
saltiness, whiteness and the size of the granules. It is being offered in an eye-catching and 
colourful special moisture proof 1 kg pack. 
 
• Nirma clean dish wash bar: Scouring bar is a potential emerging market in India. By 
offering Nirma Clean Dish Wash Bar, Nirma tried to tap this huge market. It is also a one-
type of value product to the brand loyal consumers, catering their distinct needs. This 
product, like other products from Nirma stable, offers best quality at the most affordable 
prices. It is available in 300g pack size. 
 
• Nima bartan bar: Nima Bartan Bar also addresses the emerging market of scouring bars. 
It is being offered in 200g and 400g pack sizes. From initial launch days, it has got huge 
market success and consistently performing well. 
 
• Nima bartan dishwash powder: Inspired by the success of the bar: Nima Bartan 
Dishwash Powder was also, subsequently soft-launched, in 1000g pack size. 
 
(iii) SWOT analysis of Nirma: The Nirma story began in 1969 and with in a period of 
decade it could give good completion to the giants in Indian makets. Nirma known for its 
focus on cost effectiveness by integrating latest technology manufacturing facilities with 
innovative marketing strategies to create world class brands, has by passed MNCs like HLL, 
P&G to become the market leader (in terms of volumes) in this price-sensitive industry. In 
value terms, Nirma holds 16% market share in the branded detergents segment.  
 
Nirma’s principal business activities pertain to manufacture and sale of detergents and toilet 
soap. Nirma dominates the popular detergent segment with brands like Nirma Popular 
powder, Nirma Detergent powder, Nirma bar, etc.The share capital of the company is 
Rs.33.9 crore and the total shares outstanding amount to 3.39 crore. The face value per share 
is Rs.10. The stock is currently trading at Rs. 418, as on May 28, 2001. The market 
capitalization of the company is Rs.1415.85 crore. The free float is 18% and the promoters 
hold 72% stake in the company.  Swot analysis of this company is explained below; 
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Strengths: 
 
 • Strong Brand equity. Nirma is a Rs.17 billion umbrella brand offering consumers a 
broad portfolio of products at multiple price points in the Detergents, Soaps & Personal 
Care market.   
 • Produces a range of industrial chemical products which primarily serve as raw material 
or intermediates for Soaps & Detergents business.  
 • Market leadership in detergents market and fabric wash industry and second largest 
player in Toilet soaps industry. 
• Wide distribution network. 
 
Weaknesses: 
 
• High interest burden. 
• Less presence in premium segment. 
• Lack global tie ups and thus lacking in export markets. 
 
Opportunities: 
 
• Exports. 
• Acquisitions for strengthening its distribution tie ups. 
• Entry into other categories like shampoos, toothpastes and fabric whiteners. 
 
Threats:  
 
• MNCs coming to India particularly in Toilet and Soap industry. 
• Emergence of small but strong regional players. 
 
(iv) Market shares of Nirma Limited: Nirma is one of the few names - which is instantly 
recognized as a true Indian brand, which took on mighty multinationals and rewrote the marketing 
rules to win the heart of princess, i.e. the consumer. Nirma, the proverbial ‘Rags to Riches’ saga of 
Dr. Karsanbhai Patel, is a classic example of the success of Indian entrepreneurship in the face of 
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stiff competition. Starting as a one-man operation in 1969, today, it has about 14, 000 employee-base 
and annual turnover is above Rs. 25, 00 crores. 
India is a one of the largest consumer economy, with burgeoning middle class pie. In such a 
widespread, diverse marketplace, Nirma aptly concentrated all its efforts towards creating and 
building a strong consumer preference towards its ‘value-for-money’ products. It was way back in 
‘60s and ‘70s, where the domestic detergent market had only premium segment, with very few 
players and was dominated by MNCs. It was 1969, when Karsanbhai Patel started door-to-door 
selling of his detergent powder, priced at an astonishing Rs. 3 per kg, when the available cheapest 
brand in the market was Rs. 13 per kg. It was really an innovative, quality product – with indigenous 
process, packaging and low-profiled marketing, which changed the habit of Indian housewives’ for 
washing their clothes. In a short span, Nirma created an entirely new market segment in domestic 
marketplace, which is, eventually the largest consumer pocket and quickly emerged as dominating 
market player – a position it has never since relinquished. Rewriting the marketing rules, Nirma 
became a one of the widely discussed success stories between the four-walls of the B-school 
classrooms across the world. 
The performance of Nirma during the decade of 1980s has been labeled as ‘Marketing Miracle’ of an 
era. During this period, the brand surged well ahead its nearest rival – Surf, which was well-
established detergent product by Hindustan Lever. It was a severing battering for MNC as it 
recorded a sharp drop in its market share. Nirma literally captured the market share by offering 
value-based marketing mix of four P’s, i.e. a perfect match of product, price, place and promotion. 
Now, the year 2004 sees Nirma’s annual sales touch 800,000 tones, making it one of the largest 
volume sales with a single brand name in the world. Looking at the FMCG synergies, Nirma stepped 
into toilet soaps relatively late in 1990 but this did not deter it to achieve a volume of 100,000 per 
annum. This makes Nirma the largest detergent and the second largest toilet soap brand in India with 
market share of 38% and 20% respectively. 
It has been persistent effort of Nirma to make consumer products available to masses at an 
affordable price. Hence, it takes utmost care to provide finest products at the most affordable prices. 
To leverage this effort, Nirma has gone for massive backward integration along with expansion and 
modernization of the manufacturing facilities. 
The focal objective behind modernization plan is of up gradation with resource-savvy technology to 
optimize capabilities. Nirma’s six production facilities, located at different places, are well equipped 
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with state-of-art technologies. To ensure regular supply of major raw materials, Nirma had opted for 
backward integration strategies. These strategic moves allowed Nirma to manage effective and 
efficient supply-chain. 
(I) Emami Limited 
(i) History: Emami Group, a conglomerate born out of Bengal has a pan India presence through its 
battery of brands and business initiatives that blossomed under the parentage of Mr R S Agarwal and 
Mr R S Goenka since 1974. With an aggregate group turnover of about Rs 3000 crore the group has 
business interests in FMCG (fast moving consumer goods), paper and news print, writing 
instruments, edible oil and cultivation, bio-diesel, hospitals, contemporary art, pharmacy, 
cement,coal and power, real estate and retail. The Group’s fountain of strength are its ingrained 
value system, innovativeness and an over 20,000 passionate and dedicated staff, engaged in 
knowledge sharing. Emami Limited, the flagship company of the Group, is a coveted Rs 1000 crore 
business entity, a leading player in the personal and healthcare consumer products industry in India 
engaged in manufacturing and marketing of health, beauty and personal care products that are based 
entirely on ayurvedic formulation. 
Emami Limited has over 30 brands under its portfolio. The focus is on providing the 
consumers with innovative products which are capable of meeting their multiple needs and 
add value by enhancing the quality of day-to-day life. Understanding the human needs and 
fulfilling them by dint of technical research is a positive feature of Emami. This is being 
made possible by Himani Ayurveda Science Foundation (HASF) that generates the very 
best of ayurvedic formulations. The foundation’s unique range of healthcare products aptly 
caters to consumer needs. The world class quality control methods and processes maintained 
by HASF ensure optimum utility of each ingredient. The foundation is completely engaged 
in constant innovation and pharmaceutical enhancements. 
The power brands of the company are Boroplus and Navratna. Boroplus brand is the market 
leader in the antiseptic cream segment; the Navratna Oil is also in the pole position in the 
cool oil segment. Fair and handsome is the pioneer in the fairness cream for men segment. 
Emami’s products in different categories like cool oil, antiseptic cream and fairness cream 
for men have carved a niche for themselves in their respective segments. Today the 
Navratna Brand is worth Rs. 300 crore followed by the Boroplus Brand standing at Rs. 250 
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crore and Fair and Handsome standing at Rs. 100 crore. Sona Chandi Chyawanprash, 
Mentho Plus and Fast Relief are also doing well in their respective categories. Hairlife 
(crème herbal hair pack) and Malai Kesar Cold Cream, Malai Kesar Cream Soap are also 
major players. 
Emami has also launched a range of baby products under the brand name Emami Healthy 
and Fair baby range which includes a soap, talc and oil. Emami Limited with an investment 
of Rs 700 crore has acquired major stake in Zandu Pharmaceuticals Works Ltd on the basis 
of huge business synergy between Zandu and Emami. Post the acquisition of Zandu 
Pharmaceuticals a century old household name in India, some of its prominent brands like 
Zandu Balm, Zandu Chyawanprash, Zandu Kesri Jeevan, Zandu Pancharishta, Sudarshan 
and Nityam Churna are also under Emami’s basket of brands. Emami has successfully 
established its brands through strong celebrity endorsements. It is the only corporate entity 
in the country to have both Amitabh Bachchan and Shah Rukh Khan as brand endorsers for 
the same brand, Navratna cool oil. The concept of brand endorsement by celebrities has 
been successfully experimented in case of most of the brand launches. Besides Amitabh and 
Shah Rukh, other celebrity endorsers of Emami’s brand include Madhuri Dixit, Kareena 
Kapoor, Preity Zinta, MS Dhoni, Surya- Mahesh Babu, Dinesh Karthik, Amit Mishra, 
Virender Sehwag,Sachin Tendulkar Harbhajan Singh,Zaheer Khan, Govinda, Sourav 
Ganguly, Chiranjeevi, Surya and Upendra among others.  
Emami has also taken up a major revamping project to enhance the sales and distribution, 
human resources development and logistics with the globally renowned professional 
advisory services firm, Ernst and Young. ‘Project Navodaya’, as it is truly called, will help 
Emami fast track its top line and bottom line growth and build a robust platform for growth 
initiatives. Emami covers all the states with 29 depots across India. Its supply-chain 
management assumes immense significance which was aptly reflected through remarkable 
expansion in dealer-distribution network, outlets and manpower. The domestic sales and 
distribution division directly covers 4.20 lac outlets all across the country along with an 
additional 2100 modern retail outlets. Emami’s products reach out to nearly 30 lac retail 
outlets across India through 2500 distributors. Emami’s quality products not only have a pan 
India presence, but also have a deep imprint in over 60 countries across the world including 
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GCC, UK, Sri Lanka, Bangladesh, Nepal, African and the CIS countries. Emami Limited 
has two subsidiary companies Emami UK Limited in London and Emami International FZE 
in UAE.  
The company has 6 ultra modern manufacturing facilities at Kolkata (West Bengal), 
Abhoypur and Amingaon (Assam), Pondicherry, Uttaranchal and Baddi (Himachal 
Pradesh). It has adopted the Total Quality Management system and all its manufacturing 
facilities have received cGMP and ISO 9001:2000 certifications. Emami Ltd has recently 
been conferred the Most Enterprising Company of the Year by IIPM (Indian Institute of 
Planning and Management) and The Sunday Indian publication of the Planman Media 
Group. In 2007, the company received the Institute of Cost and Works Accountants of India 
(ICWAI) Award for Excellence in Cost Management. Emami was ranked 179th among BT-
500 most Valuable Companies in Private Sector by Business Today (November 2009). 
Zandu Balm and Boroplus ranked 62nd and 77th respectively among first 100 most trusted 
brands across all categories of India by brand equity survey of Economic Times, 2009. 
Navratna was awarded the best packaging award by Paper Film & Foil overter’s 
Association.  
(ii) Products of Emami: Emami Limited is one of the major health and personal care 
FMCG companies in India with its brand presence globally. The popular brands like 
Boroplus, Navratna, Fast Relief and Fair and Handsome are value for money and an 
outcome of deeper understanding of Indian consumers. A brand is a commitment to 
consumers and in Emami, its brands are a synthesis of innovation, cutting-edge technology; 
product efficacy and intelligent pricing that have made them the people’s cho Emami 
Limited with an investment of Rs 700 crore has acquired major stake in Zandu 
Pharmaceuticals Works Ltd on the basis of huge business synergy between Zandu and 
Emami. Post the acquisition of Zandu Pharmaceuticals a century old household name in 
India, some of its prominent brands like Zandu Balm, Zandu Chyawanprash, Zandu Kesri 
Jeevan, Zandu Pancharishta, Sudarshan and Nityam Churna are also under Emami’s basket 
of brands. The products of the company are listed below: 
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• Navratna Oil – this comprises the unique blend of herbs and cooling ingredients. It 
provides effective relief from tension and headache.  
• Navratna Lite – this is mild and light cool medicated oil.  
• Navratna Cool Talc-the cooling property keeps you fresh all through the day.  
• Boroplus Anti Septic Cream- the active herbal formula in this cream prevents many 
skin problems.  
• Boroplus Prickly Heat powder –this provides quick relief.  
• Fair & Handsome – this cream boosts confidence in those suffering from dark skin.  
• Navratna Extra Thanda  
• Himani Fast Relief  
• Mentho Plus Sona Chandi  
• Chyawanprash Sona Chandi  
• Amritprash Malai Kesar Cold Cream  
 
(iii)  SWOT analysis:  SWOT analysis of the company is as follows: 
Strengths:  
• Indian company having good knowledge of local customers and markets.   
•  Products are ayurvedic products preferred by many customers 
• Low cost operations due to local favourable conditions. 
• Local skilled manpower. 
Weaknesses:  
• Export of the company is very limited due to its less production capacity.  
• Technology is to be acquired for better quality and more output. 
• High cost is involved in research and development activities. 
• Financial condition of the company is not very sound. 
• Distribution network is yet to be strengthened. 
Opportunities:  
• Greater opportunity for expansion. 
• Export can be increased after meeting local demands. 
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• Cost competitive advantage to the company due to local conditions favourable. 
• Opportunity to increase sales, revenue, profits and image of the company.  
• Tax ememption to the small scale units in India. 
Threats:  
• Imports from low cost producing countries like China giving tough competition.  
• Stiff competition from local and foreign companies is faced. 
• Slowdown in demand due to inflation, draughts and recession in economy. 
• Poor transportation and infrastructure in rural markets. 
(iv) Emami Market Share: FMCG Company Emami is planning to take on Johnson and 
Johnson in the baby products arena with a two-pronged strategy which hinges on working 
out a right pricing formula on the one hand and marketing products based on ayurveda on 
the other. 
Starting with an entry in the southern markets, Emami, which has under its belt, brands like 
Navratna, Boroplus and Zandu, is planning to add to its portfolio of three baby products that 
it has now launched — soap, oil and talc, while creating price-points which the company 
hopes will expand the market. A national roll-out is planned by September. Talking to The 
Hindu, Aditya Agarwal, Director, Emami Group, said the company had priced its products 
at least 20-30 per cheaper than the market-leader while introducing smaller packs to expand 
the market and bring baby products within the reach of all. 
The personal care segment of the baby-product market is estimated at Rs. 550 crore with 
J&J straddling it with an 80 per cent share. There are other players too like Wipro, 
Himalaya, Marico and Dabur. 
Mr. Agarwal said the company was also planning to expand the product-base with creams, 
lotions and shampoo with medicinal products like gripe-water coming in the next phase. 
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5. Data Analysis 
1. Part I:  For Customers 
         2.  Part II:  For Salesmen  
         3. Part III: For Dealers 
         4. Part IV: For Managers 
                                                5. Part V: Testing of Hypotheses 
 
 
 
 
 
 
 
 
 
 1. Part-I: For Customers
 
1. Which branded FMCG products do you buy frequently?
 
Option 
a Toothpaste 
b Bath Soap and Shampoos
c Washing Soaps & Detergents
d Food Products 
e Beverages 
 Total 
 
 
 
Interpretation: 
The above pie chart shows that out of 200 customers the maximum customers i.e. 31% buy 
bath soaps & shampoos frequently. 26% buy food product. The next 18% buy washing soaps 
& detergents, 15% say toothpaste & the least 10% buy beverages frequently.
Toothpaste
Washing Soaps & Detergents
5: Data Analysis 
 
 
 
Table 5.1: Products 
 
Products 
No. of Customers
Out of 200 
30 
 62 
 36 
52 
20 
200 
 
15%
31%
18%
26%
10%
Chart 5.1: Products
Bath Soap and Shampoos
Food Products
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Percentage 
15 
31 
18 
26 
10 
100 
 
 2.  Which promotion method does make you to buy your products?
 
Option Promotion Method
a Advertising 
b Sales Promotion 
c Personal Selling 
d Publicity by words of mouth
 Total 
 
 
 
Interpretation: 
According to above analysis 33% customers say that advertising is the promotion method that 
they follow. Some 28.5% say sales promotion is the method.  21.5% feel it is the word of 
mouth. But 17% customers believe
products. 
Advertising Sales Promotion
 
Table 5.2: Promotion Method 
 
 
No. of Customers 
Out of 200 
66 
57 
34 
 43 
100 
 that personal selling is the methods that 
33%
28%
17%
22%
Chart 5.2: Promotion Method
Personal Selling Publicity by words of mouth
228 
Percentage 
33.0 
28.5 
17.0 
21.5 
100 
 
make them buy 
 3. Which method of sales promotions do companies use to push sales?
 
Table 5.
Option Method of Sales Promotions
a Price off 
b Discount 
c Premium 
d Extra Quantity  
e Others 
 Total 
 
 
 
 
 
 
 
 
Interpretation: 
The survey show that 33% customers of the 
discounts, next 20% say premium, 17% say giving extra quantity and only 8% of the customer 
believe that the companies use other method of sales 
 
Chart 5.3: Method of Sales Promotions
Price off Discount
 
3: Method of Sales Promotions 
 
 
No. of Customers 
Out of 200 
66 
44 
40 
34 
16 
200 
believe companies use price off, 22% of them say 
promotions to push sales.
33%
22%
20%
17%
8%
Premium Extra Quantity Others
229 
Percentage 
33 
22 
20 
17 
08 
100 
 
 
 4. Which method of sales promotions is more ef
 
Table 5.
Option Method of Sales Promotions
a Price off or Discount
b Extra Quantity 
c Contests 
d Premium 
e Others 
 Total 
 
 
 
Interpretation: 
The maximum 44% of the customers say that price off and discounts 
to motivate customers to buy. 20 % 
some other methods. The least 
motivate customers to buy. 
Chart 5.4: Method of Sales Promotions
Price off and Discount
fective to motivate customers to buy?
4: Method of Sales Promotions 
 
 
No. of Customers 
Out of 200 
 88 
40 
14 
42 
16 
200 
are the effective method 
believe it is extra quantity. 21% say premium, 8% say 
07% say that contest is the method that is most effective to 
44%
20%
7%
21%
8%
Extra Quantity Contests Premium
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Percentage 
44 
20 
07 
21 
08 
100 
 
Others
 5. Do you get timely information of sales promotion method from retailers,
advertisement?  
 
Option Get Timely Information
a Always 
b Often 
c Sometime 
d Rarely 
e Never 
 Total 
 
 
Interpretation: 
The above pie chart say that 
sales promotions from retailers, dealers and advertising. 80% say that they never get such 
information on time the rest customer’s beliefs differ in 27%, 34% & 6% as often, sometimes 
and rarely. 
Chart 5.5: Get Timely Information
Always
 
Table 5.5: Get Timely Information 
 
 
No. of Customers 
Out of 200 
50 
54 
68 
12 
16 
200 
only 25% customers say they always get timely information of 
25%
27%
34%
6%
8%
Often Sometime Rarely Never
231 
 dealers and 
Percentage 
25 
27 
34 
06 
08 
100 
 
 6. Do your shoppers provide you sales promotions benefits of scheme wh
branded product? 
 
 
Table 5.
Option Provide Sales Promotion Benefits
a Always 
b Often 
c Sometimes 
d Rarely 
e Never 
 Total 
 
 
 
Interpretation: 
According to the survey out of 200 customers, 42 say that they get the promotion benefits of 
schemes on a branded product from their shoppers. 52 say only often, 72 say sometimes, 21 
say that rarely get if and only 13 
Chart 5.6: Provide Sales Promotion Benefits
Always
enever you buy a 
6: Provide Sales Promotion Benefits 
 
 
No. of Customers 
Out of 200 
42 
52 
72 
21 
13 
200 
say that they never get such benefits from their shoppers.
21%
26%36%
10%
7%
Often Sometimes Rarely Never
232 
Percentage 
21.0 
26.0 
36.0 
10.5 
06.5 
100 
 
 
 7. When do shoppers give you schemes/benefits for buying FMCG products?
 
Option Give Benefits
a Always Willingly 
b Sometimes Willingly
c Only on request 
d Only when you insist
e Never give 
 Total 
 
 
 
Interpretation: 
According to the survey, the max 35.5% say that their shoppers provide 
sometimes only 21.5% of the 
give benefits only when they request. 10.5% say, they get 
5% say that they never get schemes/benefits for buying FMCG products from their shoppers.
Always Willingly
Only when you insist
 
Table 5.7: Give Benefits 
 
 
No. of Customers 
Out of 200 
43 
 71 
55 
 21 
10 
200 
ben
customer says they get benefits always. 27.5% say, shoppers 
benefits only when they 
21%
35%
28%
11%
5%
Chart 5.7: Give Benefits
Sometimes Willingly Only on request
Never give
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Percentage 
21.5 
35.5 
27.5 
10.5 
05.0 
100 
 
efits willingly 
insist and 
 
234 
 
8.  Which company is more interested to offer sales promotions benefits to the customers?  
(Rank them 1-10) 
Table 5.8: Ranking of Companies 
SL No. Company Name 
No. of Customers 
Out of 200 
Percentage Ranking 
1 HUL     1 
2 Cadbury   5 
3 Nestle    2 
4 Nirma    6 
5 Emami    8 
6 ITC Ltd.   7 
7 Amul    9 
8 Colgate   3 
9 P & G    4 
 
 
Interpretation: 
According to the survey, 200 customers ranked HIL as the No.1 Company; which is most 
interested to offer sales promotions benefits to them. Nestle is ranked No.2. The other ranks 
are Colgate No.3, P&G No. 4, Cadbury No.5, Nirma No. 6, ITC Ltd. No. 7, Emami No.8; 
Amul is ranked last in terms of offering sales promotions benefits to the customers. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 9.  What time do companies bring schemes for sales promotion?
 
Option Timing for Schemes 
a During peak season
b During off season 
c During fall in sales volume
d During tough competition in sales 
e Any time 
 Total 
 
 
Interpretation: 
The above pie chart depicts that 34% customers believe that during off season, companies 
promote sales 27.5% believe companies bring schemes during fall in their sales volume. 
23.5% say they do it during peak 
tough completion. The remaining 5% say they bring scheme any time for sales promotions.
During peak season
During fall in sales volume
Any time
 
Table 5.9: Timing for Schemes 
 
 
No. of Customers 
Out of 200 
 47 
68 
 55 
 20 
10 
200 
season. Only 10% say they bring schemes when they face 
23%
34%
28%
10%
5%
Chart 5.8: Timing for Schemes
During off season
During tough competition in sales 
235 
Percentage 
23.5 
34.0 
27.5 
10.0 
05.0 
100 
 
  
 10. What is the objective of the company to launch sales promotion scheme? 
Option 
a To increase sales  
b To neutralize competi
c To push sales in off season
d To increase sales of product out of demand
e All the above 
 Total 
 
 
 
Interpretation: 
Minority 7.5% customers believe
completion effect. 15% say to increas
sales in off season, 19% say to increase sales and the majority 40% 
or b but it is because of all the reasons
To increase sales 
To push sales in off season
All the above
 
 
Table 5.10: Objective 
 
Objective 
No. of Customers 
Out of 200 
38 
tion effect 15 
 37 
 30 
80 
200 
 sales promotions schemes are launched to ne
e sales promotions out of demand, 18.5% say to push 
believe not only option a 
 that a company to launch sales promotion scheme
19%
7%
19%
15%
40%
Chart 5.9: Objective
To neutralize completion effect
To increase sales of product out of demand
236 
Percentage 
19.0 
07.5 
18.5 
15.0 
40.0 
100 
 
utralize 
s 
 11. Does the benefit of sales promotion scheme reach to you properly?
 
Option Get Benefits 
a Always 
b Often 
c Sometimes 
d Rarely 
e Never 
 Total 
 
 
Interpretation: 
According to the above pie chart only 40% say they only get the benefits of sales promotion 
sometimes. 24% say they get it only often. 20% say they always get the benefits of sales 
promotions scheme. 4% say that they never get the benefits 
 
Always
 
Table 5.11: Get Benefits Properly 
 
Properly 
No. of Customers 
Out of 200 
40 
48 
80 
24 
 08 
200 
of sales promotions.
20%
24%
40%
12%
4%
Chart 5.10: Get Benefits Properly
Often Sometimes Rarely Never
237 
Percentage 
20 
24 
40 
12 
04 
100 
 
 
 2. Part II: For Salesmen
 
12.  How does management consider the role of sales force in promotion of sales?
 
Option Role of Sales Force
a Most Important 
b Very Important 
c Important 
d Less Important 
 Total 
 
 
 
Interpretation: 
According to survey out of 50 salesmen, 32% are important in promotion of sales. Equal says 
that salesmen are very important, most important and 8% say less important for promotional 
activities.  
Most Important
 
Table 5.12: Role of Sales Force 
 
 
No. of Salesmen 
Out of 50 
15 
15 
16 
04 
50 
30%
30%
32%
8%
Chart 5.11: Role of Sales Force
Very Important Important Less Important
238 
 
Percentage 
30 
30 
32 
08 
100 
 
 13.  Does management take steps to motivate the salesman for
  company? 
 
Table 5.
Option Motivation by Management 
a Always 
b Often 
c Sometimes 
d Rarely 
e Never 
 Total 
 
 
 
Interpretation: 
According to pie chart, 36% agree for sometimes it means, management sometimes support 
salesman, 28 % agree upon often management motivates salesman, 24% agrees always, 10% 
says rarely management motivates salesman and 2% says never there i
management.  
Chart 5.12: Motivation by Management
Always
 better performance in your 
13: Motivation by Management 
 
 
No. of Salesmen 
Out of 50 
12 
14 
18 
05 
01 
50 
24%
28%
36%
10%
2%
Often Sometimes Rarely Never
239 
Percentage 
24 
28 
36 
10 
02 
100 
 
s support from 
 14.  Which methods of motivation are being used for salesmen in your company?
 
Option Methods of Motivation
a Traveling allowances
b Incentives 
c Commission on Sales
d Recognition and awards
e All the above 
 Total 
 
 
 
Interpretation: 
According to pie chart, 58% agree that all ways are used to motivate salesman. Travelling 
expanses and incentives are given equal 
sales, only 8% agrees on recognition and awards.
Chart 5.13: Methods of Motivation
Traveling allowances
Recognition and awards
Table 5.14: Methods of Motivation 
 
 
No. of Salesmen 
Out of 50 
 06 
06 
 05 
 04 
29 
50 
weight age of 12%, 10% agree upon commission to 
 
12%
12%
10%
8%
58%
Incentives Commission on Sales
All the above
240 
 
Percentage 
12 
12 
10 
08 
58 
100 
 
 15.  Are the motivational methods implemented properly in your company?
 
Option Proper Implementation 
a Always 
b Often 
c Sometimes 
d Rarely 
e Never 
 Total 
 
 
 
Interpretation: 
According to survey, 40% says sometimes
implemented, 20% says always motivational to changes are used and 8% agree for rarely and 
2% agree upon never.   
Chart 5.14: Proper Implementation
Always
 
 
Table 5.15: Proper Implementation 
 
 
No. of Salesmen 
Out of 50 
10 
15 
20 
04 
01 
50 
 it is implemented in the firm, 30% agree often it is 
20%
30%
40%
8% 2%
Often Sometimes Rarely Never
241 
Percentage 
20 
30 
40 
08 
02 
100 
 
 16.  Did you find any unfair practices adopted by managers in implementation?
 
Table 5.
Option Unfair Practices Adopted
a Yes 
b No 
c Cannot Say 
 Total 
 
 
 
Interpretation: 
64% say “no” that unfair practices are not adopted, 20% says that they cannot 
and 16% says “yes” about unfair practices
promotion schemes. 
Chart 5.15: Unfair Practices Adopted
16: Unfair Practices Adopted 
 
 
No. of Salesmen 
Out of 50 
08 
32 
10 
50 
 used by the managers in implementation of sales 
16%
64%
20%
Yes No Cannot Say
242 
 
Percentage 
16 
64 
20 
100 
 
say anything 
 17.  Since how long you are working at the present position?
 
Table 5.
Option Working Experience at Present Job
a Less than one year 
b 1-2 year 
c 2-3 year 
d 3 or more years 
 Total 
 
 
 
Interpretation: 
40% are working from 2-3 years in the firm, 26% are working from 
then one year and 12% are working more than 3 years.
experience less than three years in present job.
Chart 5.16: Working Experience at Present Job
Less than one year
 
 
17: Working Experience at Present Job 
 
 
No. of Salesmen 
Out of 50 
11 
13 
20 
06 
50 
1-2 years, 22% from less 
 Majority of salesmen are having 
 
22%
26%
40%
12%
1-2 year 2-3 year 3 or more years
243 
Percentage 
22 
26 
40 
12 
100 
 
 18.  Are you planning to change your job in near future?
 
Option Planning to Change
a Yes 
b No 
c Cannot Say 
 Total 
 
 
 
Interpretation: 
According to pie chart 58% says “No” to change from the present job, 24% says “Yes” to 
change from present job and 18% says cannot say.
present jobs.  
 
 
 
Table 5.18: Planning to Change 
 
 
No. of Salesmen 
Out of 50 
12 
29 
09 
50 
 Majority of salesmen are satisfied in their 
24%
58%
18%
Chart 5.17: Planning to Change
Yes No Cannot Say
244 
Percentage 
24 
58 
18 
100 
 
 19.  Are you satisfied with the present motivational methods used by the company?
 
Option Satisfaction Level
a Most Satisfied 
b Highly Satisfied 
c Satisfied 
d Not Satisfied 
 Total 
 
 
 
Interpretation: 
According to survey 46% are satisfied, 22% are highly satisfied with motivational technique 
20% are not satisfied with to technique and 42% are most satisfied by techniques.  
salesmen are satisfied with the motivational methods.
Most Satisfied
Table 5.19: Satisfaction Level 
 
 
No. of Salesmen 
Out of 50 
06 
11 
23 
10 
50 
 
12%
22%
46%
20%
Chart 5.18: Satisfaction Level
Highly Satisfied Satisfied Not Satisfied
245 
 
Percentage 
12 
22 
46 
20 
100 
 
Majority of 
246 
 
20.  Which method is more effective for motivation of salesman from your point of view in  
       your company? Rank them (1 to 5) 
 
Table 5.20: Ranking of Motivation Methods for Salesman 
SL No. Motivation Method 
No. of Customers 
Out of 200 
Percentage Ranking 
1 Traveling allowance   4 
2 Incentives   2 
3 Commission on Sales    1 
4 Sales Contests    5 
5 Recognition and awards   3 
6 Others   6 
 
 
Interpretation: 
According to survey, effective method of motivation is commission on sales follows by 
incentives, recognition and awards, traveling allowance, sales contest and finally others. 
 
 
21.  Which company in FMCG sector is leader in motivation of salesman as per your   
       knowledge and experience of the market? Rank them 
 
Table 5.21: Ranking of Companies for Motivation  
SL No. Company Name 
No. of Customers 
Out of 200 
Percentage Ranking 
1 HUL     1 
2 Nestle    2 
3 Colgate   3 
4 ITC Ltd   4 
 
         
Interpretation: 
According to this HUL is leader in motivation of salesman than followed by Nestle, Colgate, 
and ITC. MNCs are the leader in motivation of salesmen in the Indian markets. 
 22.  What would you suggest to management to motivate sales force to push the sales  
       further? 
 
Table 5.
Option Suggestions for 
a Present methods must continue
b More human touch in implementation
c Financial incentives must be increased
d Total review of motivational methods
 Total 
 
 
 
Interpretation: 
36% says more human touch in implementation, 30% financial incentives must be increases, 
28% for present methods must be continue. 6% total renew of motivational methods.
Chart 5.19: Suggestions for Motivation
Present methods must continue
Financial incentives must be increased
22: Suggestions for Motivation 
 
Motivation 
No. of Salesmen 
Out of 50 
 14 
 18 
 15 
 03 
50 
28%
36%
30%
6%
More human touch in implementation
Total review of motivational methods
247 
 
Percentage 
28 
36 
30 
06 
100 
 
 
 3. Part III: For Dealers 
 
23.  Do the companies supplying FMCG 
 
Table 5.
Option Given Sales Promotion Benefits
a Yes 
b No 
c Cannot Say 
 Total 
 
 
 
Interpretation: 
According to analysis of data, 
say no for the same. 8% says “cannot say anything”.
Chart 5.20: Given Sales Promotion Benefits  
products give sales promotion benefits to you?
 
23: Given Sales Promotion Benefits 
 
 
No. of Dealers
Out of 125 
85 
30 
10 
125 
68% say yes companies provide sales promotion benefits, 24% 
 
68%
24%
8%
Yes No Cannot Say
248 
 
 
Percentage 
68 
24 
08 
100 
 
249 
 
 
24.  If yes in Q. No-23, then which sales promotions methods do they use? Rank them on the   
       basis of effectiveness.(I to 6).  
 
Table 5.24: Ranking of Sales Promotions Methods 
SL No. Sales Promotion Method 
No. of Customers 
Out of 200 
Percentage Ranking 
1 POP display   3 
2 Dealer sales contest   5 
3 Discount   1 
4 Trade allowances   2 
5 Dealer gifts   4 
6 Cooperative advertisement   6 
 
 
 
Interpretation: 
According to opinion of dealers who agreed they get sales promotion benefits, discount is 
ranked first method. This is followed by travel allowances, POP display, method, dealer gifts, 
dealer sales contest and finally cooperative advertisement.   
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
25.  Do the companies supplying FMCG products to you give 
       promotion benefits to you?
 
Option Get POP 
a Always 
b Often 
c Sometimes 
d Rarely 
e Never 
 Total 
 
 
Interpretation: 
40% agree always there is benefits from POP display, 28% says often, 20% says
9.6% says rarely benefits are their and 2.4% says never.
20%
Chart 5.21: Get POP Display Items
Always
POP display items as 
 
Table 5.25: Get POP Display Items 
 
Display Items 
No. of Dealers 
Out of 125 
50 
35 
25 
12 
03 
125 
 
40%
28%
10%
2%
Often Sometimes Rarely Never
250 
sales  
Percentage 
40.0 
28.0 
20.0 
09.6 
02.4 
100 
 
 sometimes 
 26. Did you get opportunity in the past to participate in dealers’ sales contest or had 
knowledge of it conducted by the FNCG supplying company?
 
Table 5.
Option Sales Contest Experience 
a Yes 
b No 
c Cannot Say 
 Total 
 
 
 
Interpretation: 
48% says “No” they have not 
they have participated and had knowledge of sales contests
these.  
 
Chart 5.22: Sales Contest Experience
 
26: Sales Contest Experience 
 
 
No. of Dealers 
Out of 125 
55 
60 
10 
125 
participated or had knowledge of sales contest, 44% says “Yes” 
 and 8% say they cannot say about 
44%
48%
8%
Yes No Cannot Say
251 
       
Percentage 
44 
48 
08 
100 
 
 27.  Do you get sufficient dealers discount form the company on sales of the product
 
Option Get Dealer Discount
a Always 
b Often 
c Sometimes 
d Rarely 
e Never 
 Total 
 
 
Interpretation: 
53.6% says always they have received dealers discount, 31.2% 
sometimes they have received dealers discounts, 3.2% rarely the receive discounts and 0.8% 
received “never” a discounts. 
31%
Always
Table 5.27: Get Dealer Discount 
 
  
No. of Dealers 
Out of 125 
67 
39 
14 
04 
01 
125 
says often, 11.2% says 
54%
11%
3% 1%
Chart 5.23: Get Dealer Discount
Often Sometimes Rarely Never
252 
 
Percentage 
53.6 
31.2 
11.2 
03.2 
00.8 
100 
 
 28.  Do you get different types of trade allowances from the company?
 
Option Get Trade Allowances
a Always 
b Often 
c Sometimes 
d Rarely 
e Never 
 Total 
 
 
 
Interpretation: 
According to pie chart 33.6% say “often” they get trade allowance 27.2% says “sometimes” 
22.4% says “always” 10.4% say “rarely” and 6.4% says never. 
allowances from the company.
Chart 5.24: Get Trade Allowances
Always
 
Table 5.28: Get Trade Allowances 
 
 
No. of Dealers 
Out of 125 
28 
42 
34 
13 
08 
125 
Majority of them get trade 
 
22%
34%
27%
10%
7%
Often Sometimes Rarely Never
253 
Percentage 
22.4 
33.6 
27.2 
10.4 
06.4 
100 
 
 29.  Does your supplier company give dealer gift on
 
Option Give Dealers Gift
a Always 
b Often 
c Sometimes 
d Rarely 
e Never 
 Total 
 
 
 
Interpretation: 
According to survey 32% says “sometimes” dealer gift is received, 26.4% say “often” dealers 
gift is received, always and rarely is given equal weight age and 8% says “never”
majority of dealers agreed they get dealers gift but the freq
always to rarely. 
Always
 occasions to improve dealer relationship?
Table 5.29: Give Dealers Gift 
 
 
No. of Dealers 
Out of 125 
21 
33 
40 
21 
10 
125 
uency of getting varies from 
17%
26%
32%
17%
8%
Chart 5.25: Give Dealers Gift
Often Sometimes Rarely Never
254 
 
Percentage 
16.8 
26.4 
32.0 
16.8 
08.0 
100 
 
 High 
 30.  Does your supplier company support dealers in joint or cooperative advertisement for
       improvement of sales? 
 
Table 5.
Option Cooperative Advertisement
a Always 
b Often 
c Sometimes 
d Rarely 
e Never 
 Total 
 
 
 
Interpretation: 
According to pie chart 38.4% says “sometimes” they help
advertisement. 22.4% says “rarely” 17.6% say “never” 12.8% says often support is there and 
8% say always they support of advertisement activities to increase sales.
Chart 5.26: Cooperative Advertisement
Always
30: Cooperative Advertisement 
 
 
No. of Dealers 
Out of 125 
11 
16 
48 
28 
22 
125 
 improve joint cooperative 
 
9%
13%
38%
22%
18%
Often Sometimes Rarely Never
255 
 
Percentage 
08.8 
12.8 
38.4 
22.4 
17.6 
100 
 
 4. Part IV: For Managers
 
31.  Do you feel the need for sales promotion scheme 
company? 
 
Table 5.
Option Need for Sales Promotion
a Yes 
b No 
c Cannot Say 
 Total 
 
 
Interpretation: 
According to the survey of 25 mangers, 24 said yes sales 
the sales and only 1 said it is not a need manger the sale of the company.
Chart 5.27: Need for Sales Promotion
 
is to increase the sales of your 
31: Need for Sales Promotion 
 
 
No. of Managers
Out of 25 
24 
01 
00 
25 
promotions is necessity to manger 
 
96%
4%
Yes No
256 
 
Percentage 
96 
04 
00 
100 
 
 32.  What is the reason for using more sales promotion in your company?
 
Table 5.
Option Reasons for Using 
a Increasing Competition
b Easy to measure effects
c Standardizes products need non
support 
d Customers number increase marginally only 
e All the above 
 Total 
 
 
Interpretation: 
The pie chart say that 12% mangers say that they  use sales promotions because of increase 
completions 4 % believe its an easy method to measure effects. 8% say that standardize 
products need non price factor support but 
the reasons for using more sales promotions in their company.
Chart 5.28: Reasons for Using Sales Promotions 
Increasing Competition
Easy to measure effects
Standardizes products need non
Customers number increase marginally only 
All the above
 
32: Reasons for Using Sales Promotions  
 
Sales Promotions 
No. of Managers 
Out of 25 
 03 
 01 
-price factor 02 
 01 
18 
25 
72% (i.e. majority) believe that option a
 
12%
4%
8%
4%
72%
-price factor support
257 
Percentage 
12 
04 
08 
04 
72 
100 
 
-d are all 
 33.  What is the objective for using sales promotion method when advertising as a very
       effective promotional method is available?
 
Option Objectives 
a To increase sales of slow moving products.
b To identity and attract new customers
c To neutralize competition effect
d To increase sales in off
e To develop better salesmanship with salesman 
and dealers relationship 
f All the above 
 Total 
 
 
Interpretation: 
The above survey says that 12% mangers believe they use sales promotions to increase sales 
of slow moving products. 8% say to identify and attract new customers. 12% say to 
sales in off season. 4% say to neutralize completion effect but 56% say that not only 1 or 2 
but they use sales promotions method instead of advertising because of all the above reasons.
To increase sales of slow moving products.
To identity and attract new customers
To neutralize competition effect
To increase sales in off
To develop better salesmanship with salesman and dealers relationship 
All the above
 
Table 5.33: Objectives 
 
 
No. of Managers
Out of 25 
 03 
 02 
 01 
-season 03 
 
02 
14 
25 
12%
8%
4%
12%
8%
56%
Chart 5.29 Objectives
-season
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Percentage 
12 
08 
04 
12 
08 
56 
100 
 
increase 
 
 34.  Who are targeted in implementation of sales promotion schemes?
 
Option Parties Involved 
a Customers 
b Dealers 
c Sales force 
d All the above 
 Total 
 
 
 
Interpretation: 
Out of 25 mangers, equal no of mangers believe that they target customers dealers and sales 
force in implement of sales promotions scheme the
Over whelming majority agreed that the schemes are targeting customers, dealers and sales 
force. 
Customers
 
Table 5.34: Parties Involved  
 
 
No. of Managers
Out of 25 
01 
01 
01 
22 
25 
 rest 24 say they target all of the
4% 4%
4%
88%
Chart 5.30: Parties Involved
Dealers Sales force All the above
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Percentage 
04 
04 
04 
88 
100 
 
 above. 
 35.  What is the impact of sales promotion schemes on
 
Option 
a Immediate 
b Delayed 
c (a) & (b) 
d No impact 
 Total 
 
 
 
Interpretation: 
40% mangers say the impact is immediate,
mangers believe in both and they
delayed. But all have agreed that the impact of schemes is definitely there.
 
 sales of the company? 
Table 5.35: Impact 
 
Impact  
No. of Managers
Out of 25 
10 
03 
12 
00 
25 
 12% say impact is delayed 
 say the impact is sometimes immediate and some time 
 
40%
12%
48%
Chart 5.31 Impact
Immediate Delayed (a) & (b)
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Percentage 
40 
12 
48 
00 
100 
 
and 48% of the 
 36.  Who is responsible for planning and implementation of sales promotion schemes in your
       company? 
 
Option Responsibility 
a Top management 
b Head of sales department
c Territory managers
d  All the above 
 Total 
 
 
 
Interpretation; 
48% of managers say the responsibility for planning and implementation of sales promotion 
schemes is of top level, head of department, and territory managers. 24% of respondents say 
the responsibility is of top level management only and 20% agreed for head of sales 
department responsibility. 
Top management Head of sales department
Table 5.36: Responsibility 
 
 
No. of Managers
Out of 25 
06 
 05 
 02 
12 
25 
24%
20%
8%
48%
Chart 5.32: Responsibility
Territory managers All the above
261 
 
 
Percentage 
24 
20 
08 
48 
100 
 
 37.  Which party is most important under sales promotion schemes in increasing sales?
 
Option Important Party
a Customer 
b Dealer 
c Salesman 
d All the above 
 Total 
 
 
 
Interpretation: 
According to the above analysis 24% of the mangers say customer party is the most important 
party. 16% say, dealers. 20% believe in salesman. The majority 40% mangers believe that 
customers, dealers and salesman all the three parties are important under sales promotions 
schemes in increasing sales. 
Customer
 
Table 5.37: Important Party 
 
 
No. of Managers
Out of 25 
06 
04 
05 
10 
25 
24%
16%
20%
40%
Chart 5.33: Important Party
Dealer Salesman All the above
262 
 
 
Percentage 
24 
16 
20 
40 
100 
 
 38.  Are the sales promotion schemes implemented properly in your company?
 
Option Implemented Properly
a Always 
b Often 
c Sometimes 
d Rarely 
e Never 
 Total 
 
 
 
Interpretation: 
20% customers say that the sales promotions schemes are always implemented properly 32% 
say often it is implemented properly. 36% say sometimes. 12% mangers say that the sales 
promotions schemes are rarely implemented properly in their company.
Chart 5.34: Implemented Properly
Always
 
Table 5.38: Implemented Properly 
 
 
No. of Managers
Out of 25 
05 
08 
09 
03 
00 
25 
 
20%
32%
36%
12%
Often Sometimes Rarely
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Percentage 
20 
32 
36 
12 
00 
100 
 
 39.  What reason did you find when sales promotion scheme misfire?
 
Option Reasons
a Faulty administration
b Lack of proper planning
c Poor dealer relationship
d Lack of interest 
e All the above 
 Total 
 
 
 
Interpretation: 
According to the above analysis 12% say that lack of proper planning and lack of interest are 
the causes of misfire of sales promotions respectively, scheme 8% believe faulty 
advertisement is the reason. 20 % believe it is due to the poor dealer relationsh
48% of the mangers say that the above reasons. 
Faulty administration
Lack of interest
 
Table 5.39: Reasons for Misfire 
 
 for Misfire 
No. of Managers
Out of 25 
 02 
 03 
 05 
03 
12 
25 
 
8%
12%
20%
12%
48%
Chart 5.35: Reasons for Misfire
Lack of proper planning Poor dealer relationship
All the above
264 
 
Percentage 
08 
12 
20 
12 
48 
100 
 
ip, the majority 
 40.  On the basis of your knowledge and experience in the market which company is leader in
       implementation of the schemes? Rank them (1 to 5).
 
Option 
a HUL 
b P & G 
c Nestle 
d Colgate 
e Dabur 
f ITC Ltd. 
g Amul 
h Nirma 
i Emami 
j Britania 
 Total 
 
Interpretation: 
According to survey 20% agree upon H
Britannia, 16% for Colgate and only 4% for Amul, Nirma, Emami.
4%
4%
HUL
ITC Ltd.
 
Table 5.40: Leader  
 
Leader  
No. of Managers
Out of 25 
05 
03 
03 
04 
03 
02 
01 
01 
01 
02 
25 
UL 12% for P&G, Nestle, and Dabur, 8% for ITC
 
20%
12%
12%
16%
12%
8%
4%
8%
Chart 5.36: Leader 
P & G Nestle Colgate Dabur
Amul Nirma Emami Britania
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Percentage 
20 
12 
12 
16 
12 
08 
04 
04 
04 
08 
100 
 
 and 
 41. Would you like to suggest
promotion schemes for your company?
 
Option Suggestions 
a Proper timing of launching scheme
b Involvement of middle and lower level of sales 
manager in planning and implementation
c Proper and timely communication to all 
concerned parties 
d Transparency in dealings
e All the above 
 Total 
 
Interpretation: 
48% agrees upon usage of all the 
scheme. 12% agree for both c & b 
test concludes that there are various objectives behind using sales promotion method as a 
promotional method. Also no party exclusively, but all i.e. dealers, customers and sales forces 
are equally important for increasin
Proper timing of launching scheme 
Involvement of middle and lower level of sales manager in planning and implementation
Proper and timely communication to all concerned parties
Transparency in dealings
All the above
 any out of given options for effective working of sales 
 
Table 5.41: Suggestions 
 
 
No. of Managers
Out of 25 
  05 
 
03 
03 
 02 
12 
50 
techniques 20% agree upon proper timing of launching 
option, and 8% agreed for transparency in dealings.
g sales. 
20%
12%
12%
8%
48%
Chart 5.37: Suggestions
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Percentage 
20 
12 
12 
08 
48 
100 
 
 The 
267 
 
5. Part V: Testing of Hypotheses 
(A) For Customers  
(a) With Reference to the Question No. 2 
2. Which promotion method does make you to buy your products?     
(i) Testing the data using the chi-square test  
Step 1: Stating the hypothesis; 
Ho: All four methods equally make you buy the products 
Ha: All four methods differently make you buy the products 
Step 2: Setting the rejection criteria; Significance level: 0.7% 
Step 3: Computing 
2
calχ  
Promotion method Observed O Expected E Residual 
advertising 66 50.0 16.0 
personal selling 34 50.0 -16.0 
Publicity by mouth 43 50.0 -7.0 
Sales promotion 57 50.0 7.0 
Total 200 
  
Now applying the formula 
2
calχ = 
( )
2
O E
E
−
 using SPSS 
Test Statistics 
Q 2. Which promotion method does make you to buy your products? 
Chi-Square 12.200
a
 
dof 3 
Asymp. Sig. .007 
 
a. 0 cells (.0%) have expected frequencies less than 5. The minimum expected cell frequency 
is 50.0. 
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(ii) Interpretation 
Result: Ho is rejected, as Significance is less than 5% 
Conclusion: Customers are differently influenced by each of the promotion methods, most by 
advertising & least by personal selling.  Now according to the rule of chi-square test, therefore 
Ho (null hypothesis) is rejected and hence Ha is accepted. Therefore, the conclusion is all four 
methods differently make you buy the products 
(b) With Reference to Question No. 3. 
3. Which method of sales promotions do companies use to push sales?    
(i) Testing the data using the chi-square test  
Step 1: Stating the hypothesis; 
Ho: There is no difference perceived by Customers as to the methods of sales promotions 
used by companies to push sales 
Ha: There is difference perceived by Customers as to the methods of sales promotions used by 
companies to push sales 
Step 2: Setting the rejection criteria; Significance level: 0.0% 
Step 3: Computing 
2
calχ  
 
Observed O Expected E Residual 
discount 44 40.0 4.0 
extra quantity 34 40.0 -6.0 
others 16 40.0 -24.0 
Premium 40 40.0 .0 
price off 66 40.0 26.0 
Total 200 
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Now applying the formula 
2
calχ = 
( )
2
O E
E
−
  using SPSS 
Test Statistics 
Q 3. Which methods of sales promotions do companies use to push sales? 
Chi-Square 32.600
a
 
dof 4 
Asymp. Sig. .000 
 
a. 0 cells (.0%) have expected frequencies less than 5. The min. expected cell frequency is 
40.0.  
(ii) Interpretation 
Result: Ho is rejected, as Significance is less than 5%. 
Conclusion: Customers think different promotion methods are used by companies, most think 
that price off Discounts are used. Now according to the rule of chi-square test, therefore Ho 
(null hypothesis) is rejected and hence Ha is accepted. Therefore the conclusion is there is 
difference perceived by customers as to the methods of sales promotions used by companies. 
(c) With Reference to Question No. 4. 
4. Which method of sales promotions is more effective to motivate customers to buy?  
(i) Testing the data using the chi-square test  
Step 1: Stating the hypothesis; 
Ho: There is no significant difference in the effectiveness of the four methods in motivating 
Consumers to buy. 
Ha: There is a significant difference in the effectiveness of the four methods in motivating 
consumers to buy. 
Step 2: Setting the rejection criteria; Significance level: 0.0% 
Step 3: Computing 
2
calχ  
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Observed O Expected E Residual 
Contests 14 46.0 -32.0 
Extra quantity 40 46.0 -6.0 
Premium 42 46.0 -4.0 
Price off discount 88 46.0 42.0 
Total 184 
  
 
Now applying the formula 
2
calχ = 
( )
2
O E
E
−
 using SPSS 
 
Test Statistics 
Q 4. Which method of sales promotions is more effective to motivate customers to buy? 
Chi-Square 61.739
a
 
dof 3 
Asymp. Sig. .000 
 
a. 0 cells (.0%) have expected frequencies less than 5. The minimum expected cell frequency 
is 46.0.  
(ii) Interpretation 
Result: Ho is rejected, as Significance is less than 5% 
Conclusion: Customers do not perceived all the sales promotion methods to be equally 
effective. 16 respondents who answered "others" have been excluded. Now according to the 
rule of chi-square test, therefore Ho (null hypothesis) is rejected and hence Ha is accepted. 
Therefore the conclusion is that there is need for sales promotion scheme to increase the sales 
of your Company 
(d) With Reference to Question No. 10. 
10. What is the objective of the company to launch sales promotion scheme?  
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(i) Testing the data using the chi-square test  
Step 1: Stating the hypothesis; 
Ho: There is no significant difference in the objectives of the company to launch sales 
promotion schemes 
Ha: There is significant difference in the objectives of the company to launch sales promotion 
schemes 
Step 2: Setting the rejection criteria; Significance level: 0.4% 
Step 3:  Computing 
2
calχ  
Frequencies 
Q 10. What is the objective of the company to launch sales promotion scheme? 
 
Category Observed O 
Expected 
E 
Residual 
1 To increase sales 39 31.0 8.0 
2 
To increase sales 
of product out of 
demand 
32 31.0 1.0 
3 
To neutralize 
completion effect 
14 31.0 -17.0 
4 
To push sales in 
off season 
39 31.0 8.0 
Total 
 
124 
  
Now applying the formula 
2
calχ = 
( )
2
O E
E
−
 using SPSS 
Test Statistics 
Q 10.  What is the objective of the company to launch sales promotion scheme? 
Chi-Square 13.484
a
 
dof 3 
Asymp. Sig. .004 
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a. 0 cells (.0%) have expected frequencies less than 5. The minimum expected cell frequency 
is 31.0. 
(ii) Interpretation 
Result: Ho is rejected, as Significance is less than 5% 
Conclusion: Customers perceive Objectives of Sales Promotion Schemes to be different. Now 
according to the rule of chi-square test, Ho (null hypothesis) is rejected and hence Ha is 
accepted. Therefore, the conclusion is there is significant difference in the objectives of the 
company to launch sales promotion schemes 
(e) Conclusion  
The chi square test interprets that the company launch sales promotion scheme with lot of 
objectives including increase in sales based on customers demand. No promotional method is 
better than the other but all are equally effective and all of them motivate customers to buy 
also these sales promotional methods motivate the customers to buy and hence push sales. 
(B) For Salesmen  
(a) With Reference to the Question No. 12. 
12. How does management consider the role of sales force in promotion of sales? 
(i) Testing the data using the chi-square test  
Step 1: Stating the hypothesis; 
Ho: There is no significant difference in the role of sales force in promotion of sales as 
considered by management 
Ha: There is a significant difference in the role of sales force in promotion of sales as 
considered by management 
Step 2: Setting the rejection criteria; Significance level: 97.8% 
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Step 3: Computing 
2
calχ  
  Observed O Expected E Residual 
Important 16 15.3 .7 
Most Important 15 15.3 -.3 
Very Important 15 15.3 -.3 
Total 46 
  
 
Now applying the formula 
2
calχ = 
( )
2
O E
E
−
 using SPSS 
Test Statistics 
Q 12. How does management consider the role of sales force in promotion of sales? 
Chi-Square .043
a
 
dof 2 
Asymp. Sig. .978 
 
a. 0 cells (.0%) have expected frequencies less than 5. The minimum expected cell frequency 
is 15.3. 
(ii) Interpretation 
Result: Ho is accepted, as Significance is less than 5% 
 
Conclusion: Management views Sales force as important in promotion of sales. Now 
according to the rule of chi-square test, therefore Ho (null hypothesis) is accepted and hence 
Ha is rejected. Therefore, the conclusion is there is no significant difference in the role of 
sales force in promotion of sales as considered by management 
(b) With Reference to Question No. 16. 
16. Did you find any unfair practices adopted by managers in implementation?   
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(i) Testing the data using the chi-square test  
Step 1:  Stating the hypothesis; 
Ho: There is no significant difference in the occurrences of any unfair practices adopted by 
managers in implementation as found out by salesmen 
Ha: There is significant difference in the occurrences of any unfair practices adopted by 
managers in implementation as found out by salesmen 
Step 2: Setting the rejection criteria; Significance level: 0.0% 
Step 3: Computing 
2
calχ  
Frequencies 
Q 16. Did you find any unfair practices adopted by managers in implementation? 
 
Category Observed O 
Expected 
E 
Residual 
1 No 32 20.0 12.0 
2 Yes 8 20.0 -12.0 
Total 
 
40 
  
Now applying the formula 
2
calχ = 
( )
2
O E
E
−
 using SPSS 
 
Test Statistics 
Q 16. Did you find any unfair practices adopted by managers in implementation? 
Chi-Square 14.400
a
 
dof 1 
Asymp. Sig. .000 
 
a. 0 cells (.0%) have expected frequencies less than 5. The minimum expected cell frequency 
is 20.0. 
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(ii) Interpretation 
Result: Ho is rejected, as Significance is less than 5% 
Conclusion: Less Number of Salesman is coming across unfair practices adopted by managers 
in implementation. Now according to the rule of chi-square test, therefore Ho (null 
hypothesis) is rejected and hence Ha is accepted. Therefore, the conclusion is there is 
significant difference in the occurrences of any unfair practices adopted by managers in 
implementation as found out by salesmen 
(c) With Reference to Question No. 18. 
18. Are you planning to change your job in near future?    
(i) Testing the data using the chi-square test  
Step 1: Stating the hypothesis; 
Ho: There is no significant difference in the salesmen's plans to change your job in near future 
Ha: There is significant difference in the salesmen's plans to change your job in near future 
Step 2: Setting the rejection criteria; Significance level: 0.8% 
Step 3: Computing 
2
calχ  
Frequencies 
Q 18. Are you planning to change your job in near future? 
 
Category Observed O 
Expected 
E 
Residual 
1 No 29 20.5 8.5 
2 Yes 12 20.5 -8.5 
Total 
 
41 
  
 
Note: The option C for “cannot say” has been ignored.  
Now applying the formula 
2
calχ = 
( )
2
O E
E
−
 using SPSS 
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Test Statistics 
Q 18. Are you planning to change your job in near future? 
Chi-Square 7.049
a
 
dof 1 
Asymp. Sig. .008 
 
a. 0 cells (.0%) have expected frequencies less than 5. The minimum expected cell frequency 
is 20.5. 
(ii) Interpretation 
Result: Ho is rejected, as Significance is less than 5%. 
Conclusion: More Number of salesmen is planning to change their jobs in near future. Now 
according to the rule of chi-square test, therefore Ho (null hypothesis) is rejected and hence 
Ha is accepted. Therefore, the conclusion is there is significant difference in the salesmen's 
plans to change your job in near future 
(d) With Reference to Question No. 19. 
19. Are you satisfied with the present motivational methods used by the company? 
(i) Testing the data using the chi-square test  
Step 1: Stating the hypothesis; 
Ho: There is no significant difference in the satisfaction level with the present motivational 
methods used by the company 
Ha: There is significant difference in the satisfaction level with the present motivational 
methods used by the company. 
Step 2: Setting the rejection criteria; Significance level: 0.5%. 
Step 3: Computing 
2
calχ  
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 Motivation method Observed O Expected E Residual 
Highly Satisfied 11 12.5 -1.5 
Most Satisfied 6 12.5 -6.5 
Not Satisfied 10 12.5 -2.5 
Satisfied 23 12.5 10.5 
Total 50 
  
 
Now applying the formula 
2
calχ = 
( )
2
O E
E
−
 using SPSS 
Test Statistics 
Q 19. Are you satisfied with the present motivational methods used by the company? 
Chi-Square 12.880
a
 
dof 3 
Asymp. Sig. .005 
 
(ii) Interpretation 
Result: Ho is rejected, as Significance is less than 5% 
Now according to the rule of chi-square test, therefore Ho (null hypothesis) is rejected and 
hence Ha is accepted. Therefore the conclusion is there is significant difference in the 
satisfaction level with the present motivational methods used by the company 
 
(e) With Reference to Question No. 22. 
22. What would you suggest to management to motivate sales force to push the sales further?    
(i) Testing the data using the chi-square test  
Step 1: Stating the hypothesis; 
Ho: There is no significant difference in the suggestions to management to motivate sales 
force to push the sales further 
Ha: There is significant difference in the suggestions to management to motivate sales force 
to push the sales further. 
Step 2: Setting the rejection criteria; Significance level: 75.8% 
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Step 3: Computing 
2
calχ  
Frequencies 
Q 22. What would you suggest to management to motivate sales force to push the sales 
further? 
 
Category Observed O 
Expected 
E 
Residual 
1 
Financial incentives must 
be increased 
15 15.7 -.7 
2 
More human touch in 
implementation 
18 15.7 2.3 
3 
Present methods must 
continue 
14 15.7 -1.7 
Total 
 
47 
  
 
Now applying the formula 
2
calχ = 
( )
2
O E
E
−
 using SPSS 
 
Test Statistics 
Q 22. What would you suggest to management to motivate sales force to push the sales 
further? 
Chi-Square .553
a
 
dof 2 
Asymp. Sig. .758 
 
 
a. 0 cells (.0%) have expected frequencies less than 5. The minimum expected cell frequency 
is 15.7. 
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(ii) Interpretation 
Result: Ho is accepted, as Significance is less than 5% 
Conclusion: Almost Equal numbers of Salesmen want more financial incentives as those who 
want a more human approach. Now according to the rule of chi-square test, therefore Ho (null 
hypothesis) is accepted and hence Ha is rejected. Therefore, the conclusion is there is no 
significant difference in the suggestions to management to motivate sales force to push the 
sales further 
(f) Conclusion 
The chi square test says that the management does not consider the role of salesmen important 
in the promotion of sales. Salesmen are not satisfied by the present motivational methods used 
by the company and they think that the management uses unfair practices in adoption of 
different schemes and hence they are planning to chance their job in near future. 
(C) For Dealers  
(a) With Reference to Question No. 26. 
26. Did you get opportunity in the past to participate in dealers’ sales contest or had 
knowledge of it conducted by the FMCG supplying company?     
(i) Testing the data using the chi-square test  
Step 1: Stating the hypothesis; 
Ho: There is no significant difference in opportunities to Dealers in the past to participate in 
dealers’ sales contest or knowledge of it conducted by the FMCG supplying company 
Ha: There is significant difference in opportunities to Dealers in the past to participate in 
dealers’ sales contest or knowledge of it conducted by the FMCG supplying company 
Step 2: Setting the rejection criteria; Significance level: 64.1% 
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Step 3: Computing 
2
calχ  
SL. No. Category Observed O Expected E Residual 
1 No 60 57.5 2.5 
2 Yes 55 57.5 -2.5 
Total 
 
115 
  
 
Now applying the formula 
2
calχ = 
( )
2
O E
E
−
 using SPSS 
 
Test Statistics 
Q 26. Did you get opportunity in the past to participate in dealers’ sales contest or had 
knowledge of it conducted by the FNCG supplying company? 
Chi-Square .217
a
 
dof 1 
Asymp. Sig. .641 
 
a. 0 cells (.0%) have expected frequencies less than 5. The minimum expected cell frequency 
is 57.5.  Note: Total of 10 for option C “cannot say” has been ignored. 
(ii) Interpretation 
Result: Ho is accepted, as Significance is more than 5%. 
Conclusion: Equal numbers of Dealers have had the opportunities as those who didn’t. Now 
according to the rule of chi-square test, therefore Ho (null hypothesis) is accepted and hence 
Ha is rejected. Therefore the conclusion is there is no significant difference in opportunities to 
Dealers in the past to participate in dealers’ sales contest or knowledge of it conducted by the 
FMCG supplying company 
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(b) With Reference to Question No. 28. 
28. Do you get different types of trade allowances from the company?  
(i) Testing the data using the chi-square test  
Step 1: Stating the hypothesis; 
Ho: There is no significant difference in frequency with which dealers get different types of 
trade allowances from the company 
Ha: There is significant difference in frequency with which dealers get different types of trade 
allowances from the company 
Step 2:  Setting the rejection criteria;  
 
Significance level: 0.0% 
 
Step 3: Computing 
2
calχ  
Frequency of getting Observed O Expected E Residual 
Always 28 25.0 3.0 
Never 8 25.0 -17.0 
Often 42 25.0 17.0 
Rarely 13 25.0 -12.0 
Sometimes 34 25.0 9.0 
Total 125 
  
Now applying the formula 
2
calχ = 
( )
2
O E
E
−
 using SPSS 
Test Statistics 
Q 28. Do you get different types of trade allowances from the company? 
Chi-Square 32.480
b
 
dof 4 
Asymp. Sig. .000 
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(ii) Interpretation 
Result: Ho is rejected, as Significance is less than 5% 
Conclusion: Dealers have different experiences with trade allowances from the suppliers, with 
56% of them getting these trade allowances regularly. Now according to the rule of chi-square 
test, therefore Ho (null hypothesis) is rejected and hence Ha is accepted. Therefore, the 
conclusion is there is significant difference in frequency with which dealers get different types 
of trade allowances from the company 
 
(c) With Reference to the Question No. 29 
29. Does your supplier company give dealer gift on occasions to improve dealer relationship? 
 
(i) Testing the data using chi-square test  
Step 1: Stating the hypothesis; 
Ho: There is no significant difference in frequency with which Supplier Company gives 
dealer gift to improve dealer relationship 
Ha: There is significant difference in frequency with which supplier company gives dealer gift 
to improve dealer relationship 
Step 2: Setting the rejection criteria; Significance level: 0.0% 
Step 3: Computing 
2
calχ  
Frequency Observed O Expected E Residual 
Always 21 25.0 -4.0 
Never 10 25.0 -15.0 
Often 33 25.0 8.0 
Rarely 21 25.0 -4.0 
Sometimes 40 25.0 15.0 
Total 125 
  
Now applying the formula 
2
calχ = 
( )
2
O E
E
−
 using SPSS 
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Test Statistics 
Q 29.Does your supplier company give dealer gift on occasions to improve dealer 
relationship? 
Chi-Square 21.840
b
 
dof 4 
Asymp. Sig. .000 
 
(ii) Interpretation 
Result: Ho is rejected, as Significance is less than 5% 
Now according to the rule of chi-square test, therefore Ho (null hypothesis) is rejected and 
hence Ha is accepted. Therefore the conclusion is there is significant difference in frequency 
with which supplier company gives dealer gift to improve dealer relationship 
(d) With Reference to Question No. 30. 
30. Does your supplier company support dealers in joint or cooperative advertisement for 
improvement of sales?   
(i) Testing the data using the chi-square test  
Step 1: Stating the hypothesis; 
Ho: There is no significant difference in the support supplier company gives dealers in joint or 
cooperative advertisement for improvement of sales 
Ha: There is significant difference in the support supplier company gives dealers in joint or 
cooperative advertisement for improvement of sales 
Step 2: Setting the rejection criteria; Significance level: 0.0% 
Step 3: Computing 
2
calχ  
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Company support Observed O Expected E Residual 
Always 11 25.0 -14.0 
Sometimes 48 25.0 23.0 
Rarely 28 25.0 3.0 
Often 16 25.0 -9.0 
Never 22 25.0 -3.0 
Total 125 
  
Now applying the formula 
2
calχ = 
( )
2
O E
E
−
 using SPSS 
 
Test Statistics 
Q 30. Does your supplier company support dealers in joint or cooperative advertisement 
for improvement of sales? 
Chi-Square 32.960
b
 
dof 4 
Asymp. Sig. .000 
 
(ii) Interpretation 
Result: Ho is rejected, as Significance is less than 5% 
Conclusion: Dealers have received unequal cooperation from suppliers in joint or co-operative 
advertisements, with 40% of them receiving almost null. Now according to the rule of chi-
square test, therefore Ho (null hypothesis) is rejected and hence Ha is accepted. Therefore, the 
conclusion is there is significant difference in the support supplier company gives dealers in 
joint or cooperative advertisement for improvement of sales 
(e) Conclusion 
After applying the chi square test the interpretation is that the dealers do get different types of 
trade allowances from the company. They get time to time gifts from suppliers to improve 
relationship and the suppliers company also support in joint advertisement for improvement 
of sales. The dealers also get opportunity to participate in dealers contest. 
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(D) For Managers 
(a)  With Reference to Question No. 33. 
33. What is the objective for using sales promotion method when advertising as a very 
effective promotional method is available?  
(i) Testing the data using the chi-square test  
Step 1: Stating the hypothesis; 
Ho: There is no significant difference in the objective for using sales promotion method when 
advertising as a very effective promotional method is available 
Ha: There is a significant difference in the objective for using sales promotion method when 
advertising as a very effective promotional method is available 
Step 2: Setting the rejection criteria; Significance level: 0.0% 
Step 3: Computing 
2
calχ  
 Objective 
Observed O 
Expected 
E 
Residual 
All the above 14 4.2 9.8 
To develop better salesmanship with salesman 
and dealers relationship 
2 4.2 -2.2 
To identity and attract new customers 2 4.2 -2.2 
To increase sales in off-season 3 4.2 -1.2 
To increase sales of slow moving products. 3 4.2 -1.2 
To neutralize competition effect 1 4.2 -3.2 
Total 25 
  
 
Now applying the formula 
2
calχ = 
( )
2
O E
E
−
   using SPSS 
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Q 33. What is the objective for using sales promotion method when advertising as a very 
effective promotional method is available? 
Chi-Square 28.520
b
 
dof 5 
Asymp. Sig. .000 
 
(ii) Interpretation 
Result: Ho is rejected, as Significance is less than 5% 
Now according to the rule of chi-square test, therefore Ho (null hypothesis) is rejected and 
hence Ha is accepted. Therefore, the conclusion is there is a significant difference in the 
objective for using sales promotion method when advertising as a very effective promotional 
method is available 
(b)  With Reference to the Question No. 34 & 37 
34. Who are targeted in implementation of sales promotion schemes? 
37. Which party is most important under sales promotion schemes in increasing sales? 
(i) Testing the data using chi-square test  
Step 1: Stating the hypothesis; 
Ho: There is no significant difference among the parties under sales promotion schemes in 
increasing sales 
Ha: There is significant difference among the parties under sales promotion schemes in 
increasing sales.  Step 2: Setting the rejection criteria; Significance level: 34.5% 
Step 3: Computing 
2
calχ  
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Case Processing Summary 
  Cases 
  Valid Missing Total 
  N Percent N Percen
t 
N Percen
t 
34. Who are targeted in implementation 
of sales promotion schemes?  
37. Which party is most important under 
sales promotion schemes in increasing 
sales? 
25 100.0% 0 .0% 25 100.0% 
 
Now applying the formula 
2
calχ = 
( )
2
O E
E
−
 using SPSS 
 
Count 
Q 37. Which party is most important under sales promotion schemes in increasing 
sales? Total 
    All the above Customer Dealer Salesman 
Who are targeted in 
implementation of 
sales promotion 
schemes? 
All the 
above 
10 6 2 4 22 
Customers 0 0 0 1 1 
Dealers 0 0 1 0 1 
Sales force 0 0 1 0 1 
Total 10 6 4 5 25 
 
 
Chi-Square Tests 
  Value dof Asymp. Sig. (2-sided) 
Pearson Chi-Square 15.455
a
 9 .079 
Likelihood Ratio 11.616 9 .236 
Linear-by-Linear Association 2.090 1 .148 
N of Valid Cases 25 
  
a. 14 cells (87.5%) have expected count less than 5. The minimum expected count is .16. 
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Symmetric Measures 
    
Value 
Asymp. 
Std. 
Error
a
 
Approx. 
T
b
 
Approx. 
Sig. 
Interval by Interval Pearson's R .295 .100 1.481 .152
c
 
Ordinal by Ordinal Spearman 
Correlation 
.368 .123 1.899 .070
c
 
N of Valid Cases 25 
   
 
 
a. Not assuming the null hypothesis.  
b. Using the asymptotic standard error assuming the null hypothesis    
c. Based on normal approximation.      
 
(ii) Interpretation 
Result: Ho is accepted, as Significance is less than 5% 
Conclusion: More or less all the parties are equally important under sales promotion schemes 
in increasing sales. Now according to the rule of chi-square test, therefore Ho (null 
hypothesis) is accepted and hence Ha is rejected. Therefore, the conclusion is there is no 
significant difference among the parties under sales promotion schemes in increasing sales 
(c)  With Reference to Question No. 37. 
37. Which party is most important under sales promotion schemes in increasing sales?  
(i) Testing the data using the chi-square test  
Step 1:  Stating the hypothesis; 
Ho: There is no significant difference among the parties under sales promotion schemes in 
increasing sales 
Ha: There is significant difference among the parties under sales promotion schemes in 
increasing sales 
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Step 2:  Setting the rejection criteria; Significance level: 34.5% 
Step 3: Computing 
2
calχ  
 Important party Observed O Expected E Residual 
All the above 10 6.3 3.8 
Customer 6 6.3 -.3 
Dealer 4 6.3 -2.3 
Salesman 5 6.3 -1.3 
Total 25 
  
 
Now applying the formula 
2
calχ = 
( )
2
O E
E
−
 using SPSS 
  
37. Which party is most important under sales 
promotion schemes in increasing sales? 
Chi-Square 3.320
c
 
dof 3 
Asymp. Sig. .345 
 
 
(ii) Interpretation 
 
Result: Ho is accepted, as Significance is more than 5% 
 
Conclusion: More or less all the parties are equally important under sales promotion schemes 
in increasing sales. Now according to the rule of chi-square test, therefore Ho (null 
hypothesis) is accepted and hence Ha is rejected. Therefore the conclusion is that there is need 
for sales promotion scheme to increase the sales of your Company 
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(E) Conclusion 
The following hypotheses have been tested with the help of chi-square test:  
(i)     Null Hypotheses: 
• There is significant difference amongst sales promotion strategies of the selected 
companies. 
• There is significant impact of sales promotion strategies on sales, number of customers,  
overall profitability and  business performance of selected companies 
(ii)    Alternative Hypotheses: 
• There is no significant difference amongst sales promotion strategies of the selected 
companies. 
• There is no significant impact of sales promotion strategies on sales, number of 
customers, overall profitability and business performance of selected companies. 
From testing of above data by using chi- square, it is concluded that there is no significant 
difference amongst sales promotion strategies of the selected companies. Most of the 
companies are using similar strategies. So there is no significant impact of sales promotion 
strategies on sales, number of customers, overall profitability and business performance of 
selected companies. Therefore, the alternative hypothesis have been accepted 
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6. Findings, Conclusions and Suggestions 
1. Findings 
Part I: For Customers 
1. Customers buy branded products frequently are bath soaps, shampoos, food products and 
tooth pastes. Branded beverages are purchased least. 
 
2. Advertisement and sales promotions methods attract more customers and personal selling 
is the least method that attracts customers. 
 
3. One third of customers said price off, and nearly one fourth of respondents said discount 
and premium are the methods used for promotion. 
 
4. Price off or discount method is the most effective method, premium and extra quantity 
methods are second and third  respectively to motivate customers to buy products 
 
5. One third of respondents said sometimes, nearly one fourth said often and always 
respectively gets information regarding sales promotions methods. 
 
6. More than one third respondents opined sometimes, one fourth said often and nearly one 
fifth said always, the shoppers provide information regarding sales promotions benefits. 
 
7. Respondents more than one third opted sometimes willingly, nearly one fourth only on 
request and one fifth opted always willingly, the shoppers give benefits of the scheme. 
 
8. As per opinion of respondents the company interested to offer sales promotions benefits 
are ranked as HLL first, Nestle second, Colgate third and P&G fourth. 
 
9. The respondents opined that the timing for bringing sales promotions scheme are off 
season, during falls in sales volume and during peak season. 
 
10. More than one third of the respondents said the objective of sales promotions schemes are 
to increase sales, push up sales in off season, increase sales of products out of demand and 
neutralize completion effect. 
 
11. Two fifth of the respondents said sometimes, one fourth said often and one fifth said 
always they get benefits of sales promotion schemes. 
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Part II: For Salesmen 
12. Nearly one third of respondents in each case agreed that the role of sales force is 
important, very important and most important in sales promotions. 
 
13. For motivation of salesmen management takes step, more than one third said sometimes, 
nearly one fourth said often and always respectively. 
 
14. Nearly two third majority for salesmen agreed that the methods used for promotions of 
salesmen are incentives, travelling allowance, commission on sales, recognition and 
rewards. 
 
15. Two fifth agree for sometimes, more than one fourth agreed for often and one fifth of 
respondents agreed for always that the motivational methods are implemented properly. 
 
16. Nearly, two third majority of salesmen agreed that unfair practices are not used by 
mangers in implementation of schemes. 
 
17. Majority of salesmen are having experience in present job less than three year. Very less 
number of salesmen is having experience more than 3 years. 
 
18. More than half of salesmen are not planning to change their jobs and nearly one fourth are 
planning to change their jobs. 
 
19. Nearly half of the salesmen agreed that they are satisfied and slightly less than one fourth 
agreed that they are highly satisfied. Number of unsatisfied salesmen is less 
comparatively. 
 
20. For motivation of salesmen the method used are ranked on the basis of their effectiveness, 
commission on sales as first, incentives as second, recognition and rewards third. 
 
21. For motivation of salesmen they suggested the methods are human touch in 
implementation, increased financial incentives and present methods should continue in 
preference of concerned parties. 
 
22. They agreed that for motivation of salesmen the leaders in markets are HUL, Nestle 
Colgate and ITC Ltd. in order.  
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Part III: For Dealers 
23. Majority of dealers agreed that they are given as nearly one fourth said they are not given 
sales promotions benefits by the companies. 
 
24. On the basis of effectiveness, discount is the best method and followed by travel 
allowances, Pop display, dealers gift sales contests and cooperative advertisement. 
 
25. Majority of dealers agreed that they get POP display items from companies. More than 
one third agreed for always there are benefits from POP display, More than one fourth 
agreed for often, and one fifth agreed for sometimes. 
 
26. Nearly half of dealers said no and less than half say yes they have participated and had 
knowledge of sales contests. A very less dealers have no idea about this. 
 
27. Nearly half of the dealers agreed they get discounts on sales always and one third agreed 
they get discount from companies often. 
 
28. Majority of the dealers agreed that they get trade allowances from the company frequency 
varying from always, often to sometimes. 
 
29. Out of respondents nearly one third said sometimes, one fourth said often and nearly 17% 
said always and rarely respectively they get gifts from dealers. 
 
30. Majority of dealers agreed that the company supports them in cooperative advertisement 
but the frequency varied from always to rarely. 
 
Part IV: For Managers 
 
31. Nearly all the mangers agreed that there is need for sales promotions scheme to increase 
sales. 
 
32. Nearly three fourth of managers agreed that the reasons for using sales promotions are 
increasing competition, standard products need non–price factor support, customer 
numbers increase marginally and easy to measure effect of them. 
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33. More than half of the respondents agreed that sales promotion is used with the objective to 
increase sales of slow moving products, and in off season, attract new customers, improve 
relationship and neutralize competition effect. 
 
34. Over whelming majority of managers agreed that sales promotions schemes are targeting 
customers, dealers, and sales force. 
 
35. All respondents have agreed that there is impact of sales promotions. Nearly half of them 
agreed that the impact is sometime immediate and sometimes delayed. 
 
36. Nearly half of the managers agreed that the responsibility for sales promotion planning 
and implementation is of top level, department heads and territory mangers. Nearly one 
fourth said only top management is responsible. 
 
37. More than one third of respondents agreed that customers, dealers and salesmen are 
important. Whereas nearly one fourth agreed for customers only the important party for 
increasing sales. 
 
38. Higher majority of managers agrees that sales promotion scheme are implemented 
properly but the percentage level vary from sometimes, often and always. 
 
39. Nearly half of managers accepted the sales scheme misfired due to faulty administration, 
lack of proper planning, poor dealers’ relationship and lack of interest. Less than one 
fourth agreed for poor dealers’ relationship. 
 
40. HUL is leader and followed by Colgate, P&G, Nestle and Dabur in implementation of 
sales promotion scheme. 
 
41. Nearly half of them suggested proper timing, involvement of managers, proper 
communication and transparency for effective working of schemes. Less than one fourth 
suggested proper timing for launching of schemes.  
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2. Conclusions and Suggestions 
 
Part I: For Customers  
 
1. Branded products are purchased frequently so special care should be taken for these 
products to increase sales and get business. 
 
2. Different promotions methods are useful for improvement of sales. A promotion mix 
should be selected very carefully to achieve the objective. 
 
3. Price off, discount and premium are important tools of sales promotion. Proper care 
should be taken for these tools in planning and implementation. 
 
4. Information regarding sales promotion methods not readily available to all customers. 
More efforts needed to communicate to all concerned parties very often to increase more 
awareness regarding sale promotion methods. 
 
5. Shoppers lack in communication and providing benefit to the customers regarding sales 
promotion schemes. They should be motivated and good relations should be maintained. 
They should be provided with proper dealers promotional scheme benefits. 
 
6. MNCs in FMCG sector in India are the leaders in offering sales promotions benefits. 
Indian domestic companies should gear up and put more efforts to increase sales through 
sales promotion methods. 
 
7. Sales promotion schemes are mainly brought in off season, during falls in sales volume 
and peak of the season. In future, for launching of schemes the timing is to be followed for 
better result. 
 
8. Benefit of sales promotion schemes are not reaching to all customers always. A wide gap 
is there. Sales manager of the company should implement the scheme strongly and review 
of the scheme is to be carried out periodically. 
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Part II: For Salesmen 
9. Role of salesmen is very important in increasing sales. Head of sales department should 
keep the salesmen well trained and motivated for more effective role in future. More 
efforts are needed from mangers side. 
10. Mainly used methods for motivation of salesman are incentives, commission, travelling 
allowances, recognition and reward. These methods are proper but these should be 
implemented more effectively so irregularities can be checked. 
 
11. Experienced salespersons are not available. They change the jobs very frequently. 
Satisfaction level is not very high. Management should put sincere efforts for retaining 
experienced salesmen. They should be treated well and provide with higher incentives, 
commissions and rewards for better results. 
 
12. Again in motivation of salesmen the leaders are MNCs in India. Indian company must 
learn a lesson and follow them for higher sales and profits. 
 
Part III: For Dealers 
 
13. Majority of dealers get sales promotion benefits from FMCG companies. The companies 
should maintain the position more strongly to fight tough competition in markets. 
 
14. Various sales promotion methods for dealers are being used by companies. While 
planning and implementation of sales promotion methods more care is needed so 
effectiveness can be improved. 
 
15. Majority of dealers are supplied with POP display items for promotion of sales and 
business. The position in this case should be maintained looking for further improvement 
in results. 
 
16. Knowledge of and participation in sales contests by dealers is not good. A wide gap is 
found. Dealers should be informed regarding contests and their participation should be 
improved. This is necessary for better relationship. 
 
17. The sales promotions methods for dealers provided are discounts, dealers, gifts, trade -
discounts and sales contests. They have agreed for this but not all. This problematic area 
should be taken care of so the benefits should reach to them and company can get willing 
cooperation of dealers in sales promotion. 
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Part IV: For Managers 
18. High majority of managers agreed that there is need for sales promotion scheme to 
increase sales due to increasing competition, difficult to increase customers and easy to 
measure effects on sales. Sales mangers of the company should pay proper attention to 
sales promotion and its methods for customers, salesmen and dealers. 
 
19. All companies have planned and implemented sales promotion methods for customers, 
dealers and salesmen. All the three parties are important in completion of sales. They 
should not be ignored at any point of time. 
 
20. Impact of sales promotion is very good sometimes it is immediate and sometimes delayed. 
For sales promotion strategy formulation the impact should be kept in mind for successful 
efforts. 
 
21. Implementation of sales promotion schemes seems to be good from the analysis. But all 
have not agreed that the implementation is proper. There are chances of poor 
implementation. Special care should be taken by sales manages on planning, dealers 
relationship, motivational aspects of parties involves, and implementation so it should not 
misfire. 
 
22. For improving effectiveness of the scheme the management should focus on proper timing 
of launching scheme, communication and transparency regarding sales promotion 
schemes. 
 
23. It is found that in planning and implementation of schemes MNCs like HUL, Nestle, 
Colgate and P&G are the leader in markets. Indian companies should wake up and learn a 
lesson from foreign competitors. They should work more effectively in this area so they 
can improve their sales and market shares. 
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Annexure: Sales Promotion Strategy of Selected 
                      Companies of FMCG Sector in Gujarat Region 
 
Questionnaire: 1 
 
Part-1: For Customers 
 
Personal Particulars 
Name  : 
Age  :                                                                Sex: 
Income : Low/Medium/High 
 
Note: Tick ( ) the option of your choice. 
 
1. Which branded FMCG products do you buy frequently? 
 (a) Toothpaste 
 (b) Bath Soap and Shampoos 
 (c) Washing Soaps & Detergents 
 (d) Food Products 
 (e) Beverages 
 
2. Which promotion method does make you to buy your products? 
(a) Advertising 
(b) Sales Promotion 
(c) Personal Selling 
(d) Publicity by words of mouth 
(e) Combination of above 
 
3. Which method of sales promotions do companies use to push sales? 
(a) Price off 
(b) Discount 
(c) Premium 
(d) Extra Quantity  
(e) Others 
 
4. Which method of sales promotions is more effective to motivate customers to 
buy? 
 (a) Price off or Discount 
 (b) Extra Quantity 
 (c) Contests 
            (d) Premium 
 (e) Others 
 
5.  Do you get timely information of sales promotion method from retailers,/dealers 
and advertisement? 
 (a) Always 
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 (b) Often  
 (c) Sometime 
 (d) Rarely 
 (e) Never 
 
6. Do your shoppers provide you sales promotions benefits of scheme whenever you 
buy a branded product? 
 (a) Always 
 (b) Often 
 (c) Sometimes 
 (d) Rarely 
 (e) Never 
 
7. When do shoppers give you schemes/benefits for buying FMCG products? 
 (a) Always Willingly 
 (b) Sometimes Willingly 
 (c) Only on request 
 (d) Only when you insist 
 (e) Never give 
 
8. Which company is more interested to offer sales promotions benefits to the 
customers? (Rank them 1-10) 
 1                                                                                
 2           
 3           
4           
5           
6           
 7           
8           
9           
10                      
   
9. What time do companies bring schemes for sales promotion? 
 (a) During peak season 
 (b) During off season 
 (c) During fall in sales volume 
 (d) During tough competition in sales  
 (e) Any time 
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10. What is the objective of the company to launch sales promotion scheme? 
 (a) To increase sales  
 (b) To neutralize completion effect 
 (c) To push sales in off season 
 (d) To increase sales of product out of demand 
 
 
11. Does the benefit of sales promotion scheme reach to you properly? 
 (a) Always  
 (b) Often 
 (c) Sometimes 
 (d) Rarely 
 (e) Never 
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Part2; For Salesmen 
 
Personal Particulars : 
 
Name   : 
Department  : 
Designation  : 
Experience  :                years 
 
12. How does management consider the role of sales force in promotion of sales? 
(a) Most Important 
(b) Very Important 
(c) Important  
(e) Less Important 
 
13. Does management take steps to motivate the salesman for better performance in  
 your company? 
 (a) Always  
            (b ) Often 
 (c) Sometimes 
 (d) Rarely 
 (e) Never 
 
14. Which methods of motivation are being used for salesmen in your company? 
 (a) Traveling allowances 
 (b)  Incentives 
 (c) Commission on Sales 
 (d) Recognition and awards 
 (e) All the above 
 
15.  Are the motivational methods implemented properly in your company? 
 (a) Always  
            (b) Often 
 (c) Sometimes 
 (d) Rarely 
 (e) Never 
 
16. Did you find any unfair practices adopted by managers in implementation? 
 (a) Yes 
 (b) No 
 (c) Cannot Say 
            (d) Sometime 
            (e) Rarely 
 
17. Since how long you are working at the present position? 
 (a) Less than one year 
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 (b) 1-2 year 
 (c) 2-3 year 
 (d) 3 or more years 
 
18. Are you planning to change your job in near future? 
 (a) Yes 
 (b) No 
 (c) Cannot say 
 
19. Are you satisfied with the present motivational methods used by the company? 
 (a) Most Satisfied 
 (b) Highly Satisfied 
 (c) Satisfied 
 (d) Dissatisfied 
            (e)  Highly dissatisfied 
 
20.  Which method is more effective for motivation of salesman from your point of 
view in your company? Rank them (1 to 5) 
 
 (a) Traveling allowance 
 (b) Incentives           
 (c) Commission on Sales        
(d) Sales Contests         
(e) Recognition and awards        
          
21. Which company in FMCG sector is leader in motivation of salesman as per your 
knowledge and experience of the market? Rank them 
 
 (a)  
 (b)            
 (c)           
 
(d) 
 
22. What would you suggest to management to motivate sales force to push the sales   
further? 
 (a) Present methods must continue 
 (b) More human touch in implementation 
 (c) Financial incentives must be increased 
 (d) Total review of motivational methods 
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Part 3: For Dealers 
 
Personal Particulars: 
 
Name   : 
Type of Business : Retailer / Wholesaler 
Location  : 
------------------------------------------------------------------------------------------------------------ 
 
23. Do the companies supplying FMCG products to you give sales promotion benefits 
to you? 
 (a) Yes 
 (b) No 
 (c) Cannot say 
 
24. If yes in Q. No. 23, then which sales promotions methods do they use?  
 Rank them on the basis of effectiveness.(I to 6).  
 
(a) Pop display  
 (b) Dealer sales contest        
 (c) Discount           
(d) Trade allowances         
 
(e) Deale gifts  
(f) Cooperative advertisement 
 
25.      Do the companies supplying FMCG products to you give POP display items as 
sales promotion benefits to you? 
 
 (a) Always  
 (b) Often 
 (c) Sometimes  
 (d) Rarely 
 (e) Never 
 
26. Did you get opportunity in the past to participate in dealers’ sales contest or had 
knowledge of it conducted by the FNCG supplying company? 
 
 (a) Yes 
 (b) No 
 (c) Cannot say 
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27. Do you get sufficient dealers discount form the company on sales of the product 
 (a) Always 
 (b) Often  
 (c) Sometimes 
 (d) Rarely  
 (e) Never 
 
 
28. Do you get different types of trade allowances from the company 
 (a)  Always 
 (b) Often  
 (c) Sometimes 
 (d) Rarely  
 (e) Never 
 
  
29. Does your supplier company give dealer gift on occasions to improve dealer 
relationship? 
            (a)  Always 
 (b) Often  
 (c) Sometimes 
 (d) Rarely  
 (e) Never 
 
 
30. Does your supplier company support dealers in joint or cooperative advertisement 
for improvement of sales? 
            (a)  Always 
 (b) Often  
 (c) Sometimes 
 (d) Rarely  
 (e) Never 
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Part4: For Managers 
 
Personal Particulars: 
Name  : 
Designation : 
Experience :                                       Department:  
 
 
31. Do you feel the need for sales promotion scheme to increase the sales of your 
company? 
 (a) Yes 
 (b) No 
 (c) Cannot say 
 
32. What is the reason for using more sales promotion in your company? 
 (a) Increasing Competition 
 (b) Easy to measure effects 
(c) Standardizes products need non-price factor support 
 (d) Customers number increase marginally only  
 (e) All the above 
 
33. What is the objective for using sales promotion method when advertising as a 
very effective promotional method is available? 
 (a) To increase sales of slow moving products. 
 (b) To identity and attract new customers 
 (c) To neutralize competition effect 
 (d) To increase sales in off-season 
 (e) To develop better relationship with salesman and dealers 
 (f) All the above 
 
34. Who are targeted in implementation of sales promotion schemes? 
 (a) Customers 
 (b) Dealers 
 (d) Sales force 
 (e) All the above 
 
35. What is the impact of sales promotion methods on sales of the company? 
 (a) Immediate 
 (b) Delayed 
 (c) Both (a) and (b) 
 (d) No impact 
 
36. Who is responsible for planning and implementation of sales promotion schemes 
in your company? 
 (a) Top management 
 (b) Head of sales department 
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 (c) Territory managers 
 (d) All the above 
 
37. Which party is most important under sales promotion schemes in increasing 
sales? 
 (a) Customer 
 (b) Dealer 
 (c) Salesmen 
 (d) All the above 
 
38. Are the sales promotion schemes implemented properly in your company? 
 (a) Always  
 (b) Often 
 (c) Sometimes 
 (d) Rarely  
 (e) Never 
 
39. What reason did you find when sales promotion scheme misfire? 
 (a) Faulty administration 
 (b) Lack of proper planning 
 (c) Poor dealer relationship 
 (d) Lack of interest 
 (e) All the above 
 
40. On the basis of your knowledge and experience in the market which company is 
leader in implementation of the schemes? Rank them (1 to 5). 
(a)  
 (b)           
 (c) 
            (d) 
            (e)                                                                                                                            
 
41. Would you like to suggest out of given options for effective working of sales 
promotion schemes for your company? 
(a)  Proper timing of launching scheme  
(b)  Involvement of middle and lower level of sales manager in planning an                                             
implementation 
 (c) Proper and timely communication to all concerned parties 
(d) Transparency in dealings 
(e) All the above 
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